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.-- keep pace with your 
growing community! 
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Atlanta 2, Georgia @ In Canada PACKAGEMASTER, Ltd., Toronto 


Are your sales growing as fast as your city? Go after extra 
business with Bottle Master’s famous extra features: 


100% VIRGIN KRAFT. Makes more round trips. Fights wear 
and water. Strongest, safest, toughest. 


PLASTIC COATED. For added durability and sparkle. Looks 
fresher longer. Eye-catching colors can’t fade. 


BETTER BUILT. Welded full-length four-ply handle for extra 
strength, safety. Stacks well for brilliant display. 


America’s Overwhelming Favorite 


Rottle Master 


AUSTIN @ BOSTON @ CHICAGO e DENVER @ INDIANAPOLIS @ LOS ANGELES @ NEW YORK @ RICHMOND @ ST.LOUIS @ ST. PAUL @ SALT LAKE CITY 
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No matter what brand or size you bottle, 
and what prices you get for your goods—you'll 
find plenty of food for thought in our lead-off 
piece in this issue. It deals with the prosaic 
but very important subject of accounting your 
bottle and case losses, and suggests a re-eval- 
uation of your present methods. Ever know a 
bottler who wasn’t concerned with the heavy 
loss charged off each year? 


From there we invite your attention to some 
more practical matters—a discussion of the 
need for higher deposit levels, and another 
article, dealing with the retention of the glass 
container as the industry’s basic package. 


Next, for stimulation, read the reports on 
some spirited state conventions held during the 
past thirty days .... The story of a modern 
bottling plant just opened across the border 
in Mexico... . The “inside” operation of the 
Sheridan, Wyoming plant that reportedly 
started the canning boom on the Pacific Coast. 


As the result of several months of intensive 
research among our readers, a new department 
dealing with maintenance problems in the plant 
makes its debut this month. This department 
will deal with maintenance problems as they 
effect plant, equipment and trucks and we hope 
will become a popular “stopping off’ feature 
each month for plant and production execu- 
tives, 


One monthly feature of N.B.G. that showed 
up as a most intensely-read section of the book, 
is our “What’s New” columns, in which we re- 
port on the new products and services available 
to the bottler. You'll find several columns of 
this material, amply illustrated. 


Apparently your readers want liberal doses 
cf “bread” ’n butter” reading with your mental 
stimulation. You'll find plenty of it in this 
issue .,. and the ones that follow! 
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New Soft Drink Tax Asked In Virginia 


Imposition of a Virginia soft drink tax at the 
rate of 1 cent a bottle was suggested to Governor 
Stanley late last month by a group of medical pro- 
fession representatives as a means of raising some 
$5,000,000 a year for “desperately needed” hospital 
projects throughout the State. 

The delegation, which subsequently said the Gov- 
ernor had been “sympathetic but very noncommit- 
tal,” was headed by Dr. Vincent W. Archer of Char- 
lottesville, president of the Medical Society of Vir- 
ginia. 

Dr. Archer told the press that the suggested soft- 
drink tax should not be considered as a new levy, 


~ 


but rather as an extension of an existing State tax 
on bottled beer. 

He said the estimate of potential income from 
such a tax was based on experience in West Vir- 
ginia, where construction of a growing school of 
medicine, dentistry and nursing is being financed by 
a similar soft drink levy that has yielded over 
$2,000,000 in each of its first two years of operation. 

Virginia’s larger population—and correspond- 
ingly greater consumption of soft drinks—would 
assure an annual yield of at least $5,000,000 from 
such a tax, according to Dr. Archer. He emphasized 
that the proposed tax would not apply to any soft 
drink containing milk or milk products. 


Overweight Americans Show Interest 
in No-Calorie Soft Drinks 


Millions of overweight Americans, according to the 
Wall Street Journal, are “plunging into a huge dem- 
olition job” in an effort to lose the surplus poundage 
they are carrying around. By one conservative esti- 
mate, 35 million Americans are weightier than they 
should be and the waistline-whittling effort is di- 
rected toward foods and drinks that may contain 
as little as one-twentieth the calories of compar- 
able conventional products. 


Some dietetic foods, as many people know, have 
been on the market for two decades or more. But 
until the end of World War II, the consumers were 
largely confined to “must” dieters like diabetics. 
Now the consumers are many, and it is estimated 
that 75% of all supermarkets carry diabetic foods 
and other no-calorie products. Growth of these 
items, it is reported by market observers, has been 
steady and phenomenal, up from about 40 per cent 
in as recent a year as 1950. 

The rise of low-calorie foods is, of course, but 
one result of more zealous weight-watching by 
Americans. Other well-known effects include the 
growing popularity of non-fattening soft drinks. 
Observers credit publicity drives by the American 
Medical Association and the Metropolitan Life In- 
surance Co. as big sales-boosters and in sharpening 
public awareness of the dangers of overweight. 

Another 1953-1954 sales fillip has come from the 
introduction of synthetic sweeteners for weight- 
watchers. Because these synthetic sweeteners con- 
tain not a single calorie, they are finding wide- 
spread use in non-fattening soft drinks and other 
food preparations. 


Justice Department Denies 8% 
Discount on Inventory Crowns 


The Department of Justice, after many months of 
delay, has issued a written opinion holding that 
bottlers are not entitled to the 8°% discount on 
crowns in inventory on June 1, 1947. This, in effect, 
upholds the position of the Department of Revenue. 

Since the opinion was handed down, the Legal 
Committee of the Keystone Bottlers Association, 
Pennsylvania, has held two meetings and has dis- 
cussed every angle of the current situation. 

At the first meeting consideration was given to 
going through with our appeal from the decision 
of the Dauphin County Court, which held the Penn- 
sylvania Soft Drink Tax Act to be constitutional. 


in the viewpoint of the majority, the record in the , 
case on appeal, which was made up for the purpose 
of testing the constitutionality of the Soft Drink 
Tax Act, did not include sufficient facts with respect 
to the 8% discount to allow that contention to be 
properly presented. The opinion of the Dauphin 
County Court so stated in two different places. 

Consideration was then given to proceeding in 
Dauphin Couty Court with one or two specific 
cases that would allow the 8% discount as well as 
the constitutional question to be raised. 

At present, counsel are attempting to ascertain 
just how much money is involved. 


LOST... 
23 Carloads 
of Diamond 























REWARDS “se 
For Their Return! 


Tremendous sole of pure, delicious Diamond 
Beverages takes thousands of coses of expensive 
bottles. These bottles have a way of disappearing 
in cellars, in garages, in attics, in back yards 

ond other places. 
So many more people are drinking Diamond Bev- 
erages thot we need bottles badly. So, will you do 
us a favor? . . . get togetner os many Diamond 
Bottles as you can. Return them to your dealer as 
soon os possible, where we'll pick them up for 
future usé> REMEMBER—you = o ta for every 
bottle — and we get needed bo 

De YOU Know WHY 

DIAMOND GINGER ALE 

is So Delicious? 


First — because it is the original flavor started away back 
in 1865. Second—becouse it is the ONLY Ginger Ale made 
with pure imported ROSE'S LIME JUICE ond finest imported 
Jameica Ginger. Purel Wholesome! Delicious 

served plain or os @ mixer. Nething sporkles like « 
Diamond! 


DIAMOND GINGER ALE, INC. Vm 


Waterbury Connecticut ; : 


CASH REWARDS FOR BOTTLES 


In a Herculean effort to retrieve the thousands of bottles 
resting in garages, cellars, attics and other places, Dia- 
mond Ginger Ale, Inc. ran this simple ad in the Waterbury, 
Conn. newspapers during the month of December. Easy 
to read and pitched to reach the cash-conscious public, 
these ads should help get the bottles back to the bottling 
plant. Daniel S. Leary, President of the company has 
promised to send us the results of his advertising cam- 
paign. 

















Hoffman Beverage Co. Launches 
New Dietetic Beverages 


“Streamline,” a new low calorie, non-fattening, 
sugar-free line of beverages has been added to the 
regular line of Hoffman beverages. This new group 
of sugar-free beverages was launched on January 
15 at a Hoffman Beverage Company sales meeting 
to an enthusiastic group of 250 Hoffman represen- 
tatives and distributors. The flavors include Pale 
Dry Ginger, Root Beer, Black Cherry and Lemon. 

The Hoffman Beverage Company has been work- 
ing for over two years in the development of the 
“Streamline” beverages, in order to insure that its 
new product would be of the same high quality 
standards as the regular line of Hoffman sugar- 
sweetened beverages, which for decades have been 
famous in the metropolitan New York area. 

The new line of sugar-free drinks is offered in 
the traditional size, the large economy returnable 
bottle and will retail to the consumer at the same 
price as the regular line of Hoffman beverages. De- 
livery of the Hoffman “Streamline” beverages to 
retail outlets started on January 18. 


Terminate Strike at Continental Can Co. 

General Lucius D. Clay, Chairman of the Board 
of Continental Can Company, has announced that 
agreement has been reached between the company 
and the United Steelworkers of America, C.I.O., 
ending the strike which started Dec. 1. The strike 
agreement was signed on January 5, and workers 
returned to their jobs immediately to start produc- 
tion. 

The company has agreed to an increase of 8% 
cents in the basic hourly wage rates, effective Oct. 
1, 1953, which was the expiration date of the prior 
labor contract. 

In addition to the general wage increase, the 
company has agreed to make adjustments in the 
wage differentials between male and female employ- 
ees and to partially reduce the existing wage dif- 
ferentials between plants. 

The company and the union also have agreed to a 
new contract for a two-year period, with the contract 
to expire Oct. 1, 1955 and wage negotiations to be 
reopened Oct. 1, 1954. The company has agreed that 
it will further expend, beginning Oct. 1, 1954, a sum 
equivalent to two cents an hour in the further re- 
duction of wage differentials and in reducing exist- 
ing job inequities. 

Under terms of the agreement, the company will 
cooperate with the union in a job evaluation pro- 
gram. The contract also provides that if any of the 
six specified holidays in the contract fall on Satur- 
day, Saturday will be considered a work day. 














STATE CITY HOTEL DATES DAYS 
Wisconsin Milwaukee Schroeder Feb. 8-9-10 Mon.-Wed. 
Montana Bozeman Baxter Hotel Feb. 12-13 Fri.-Sat. 
Indiana Indianapolis Antlers Hotel Feb. 15 Mon. 
Arkansas Little Rock Lafayette Feb. 15-16 Mon.-Tues. 
Tri-State 
(Ida.-Utah-Wyo.) Idaho Falls, Ida. Rogers Hotel Feb. 15-16 Mon.-Tues. 
Kentucky Louisville Brown Feb. 18-19 Thurs.-Fri. 
Wyoming Cheyenne Plains Hotel Feb. 20 Sat. 
Oklahoma Oklahoma City Biltmore Feb. 22-23 Tues.-Wed. 
lilinois Chicago Morrison Feb. 24-25-20 Wed.-Fri. 
Ohio Dayton Biltmore Hotel Mar. 1-2 Mon.-Tues. 
Nebraska Grand Island Yancey Mar. 4-5 Thurs.-Fri. 
West Virginia White Sulphur Greenbriar Mar. 7-8-9 Sun.-Tues. 

Springs 

Michigan Grand Rapids Pantlind Mar. 8-9-10 Mon.-Wed. 
New York New York City Mar. 21-22-23 Sun.-Tues. 
Maryland Baltimore Emerson Apr. 3 Saturday 
Vermont Burlington Apr. 12 Monday 
Minnesota Minneapolis Radisson Apr. 19-20 Mon.-Tues. 
North Dakota Devils Lake Great Northern Apr. 22-23 Thurs.-Fri. 
South Dakota Huron Marvin-Hughitt Apr. 26-27 Mon.-Tues. 














Milwaukee Coca-Cola Increase 
To $1 Case 


An increase of 10 cents per case at wholesale has 
been made in Milwaukee by the La Salle Coca-Cola 
Bottling Co. The rise, which brings Coke to the $1 
level in this territory, was caused by increased labor 
and material costs, according to officials in the com- 
pany. 

This price increase was expected to hike prices in 
most outlets to 6 cents per bottle, 33 cents for a 
6-bottle carry home carton, and $1.30 per case. 


Texas Coca-Cola Plants Increase Prices 


Two north Texas Coca Cola plants at Wichita 
Falls and Texarkana have raised their wholesale 
price from 80 to 96 cents per case, according to 
company reports. 

The increase has increased the retail price of 
Coca Cola from 5 to 6 cents a bottle, and from 25 
to 30 cents for 6-bottle cartons. In Wichita Falls, 
twelve bottle cartons jumped from 50 to 60 cents, 
and in both cities vending machine coin chutes have 
been readjusted to accept a penny and a nickel. 

The Texarkana plant is headed by R. Z. Bieden- 
harn, while O. L. Biedenharn is president of the 
Wichita Falls operation. 

In the past month, Coca Cola plants in Milwaukee, 
Wisconsin, New London, Connecticut and Boonville 
and Washington, Indiana have also increased prices. 


N. Y. Pepsi-Cola Distributors 
Association Elect New Officers for 1954 


The New York Pepsi-Cola Distributors Associa- 
tion, Inc. has announced the election of the follow- 
ing new officers for 1954: Reuben Pastor, President; 
Alfred Kaufman, Chairman of the Board; Jack 
Levine, Vice President; James Romano, Secretary; 
Al Sommers, Treasurer. 

Members of the Executive Board included Patsy 
Leone, Jack Shapiro, Ben Swerdlow, Artie Kave, 
Carl Rosloff, Carl Abrams, Joe Amisano and Bob 
Hourihan. Carl Rosloff was elected Chairman of the 
Entertainment Committee and Sol Siegel will serve 
as Co-chairman. 


1953 U. S. Sugar Deliveries 
Exceed 8.4 Miililion Tors 


Deliveries of refined sugar in the U. S. during 
1953 were about 8,435,000 short tons, raw value, 
according to the U. S. Department of Agriculture. 
This is an all time record. B. W. Dyer & Co., sugar 
economists and brokers, points out that a consid- 
erable quantity of these deliveries, however, went 
into inventories primarily because of the fears of 
the northeastern refined sugar buyers that supplies 
would be interrupted by various strike threats and 
because beet processors’ desire to mcrease their 
1953 deliveries to reduce the effects of expected 
beet sugar marketing allocations in 1954. 





(Continued on Page 24) 
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We don't measure our customers by their size or their orders. Our only | ies tle a sn 
measurement is the quality of our crowns, the speed of our service, the | 

completeness of our stocks. This policy alone can produce comments | Optimism Marks Colorado Convention 67 
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"In the years that we have done business with Consolidated, we have Sees Binaice Genvention 70 
had excellent service. Being a small bottler, using many different flavor 

crowns, your stocks of crowns and fast service has been most helpful 

to our business.'' — W. H. Groll, Grapette Bottling Co., Asheville, N. C. | Maintenance Department 86 





From the first suggested sketch for your decoration, through on-time 

delivery of the finest-made crowns, Consolidated's entire organization is 
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To the chemist, C;oH..O,, spells sugar .. . but 
to the modern bottler it spells food -- the food 
with the energy essential to vigorous play, to the 
“lift” medical authorities agree children and 
adults alike often need to help them through 
long hours between meals. 


Yes, it’s sugar that makes your beverage a 
food . . . sugar — one of nature’s true carbohy- 
drates — that for centuries has been the world’s 
standard of sweetness. 

Sugar works other wonders for beverages, 
too. It enhances the zest of choice flavors. Helps 
retain carbonation. Adds body and texture. 


























Makes fine beverages still finer, more palatable, 
extra satisfying. 

These satisfactions are denied to users of 
sugar-free beverages. True, these new soft drinks 
are welcome additions to the restricted diets 
sometimes prescribed by the family physician. 
But to recommend these non-food products for 
general use would appear to risk undermining 
public regard for the beverage business as a vital 
part of the nation’s food industry. The countless 
millions of normal men and women and chil- 
dren — the millions in the vast majority — can 
and do enjoy the satisfaction of sugar... a 
preferred food in any balanced diet. 


Progressive bottlers save money with Flo-Sweet —the original liquid sugar tailored 
to individual needs—now distributed from Yonkers, Pittsburgh, Toledo, Detroit. 








The rend ( 
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To the Editor: 


For quite some time now I have been watching 
your price map over the U. S. I have wondered just 
how accurate you are in giving the various price 
of soft drinks in the various states. 

Here is a little information about the situation in 
Arkansas that you sheuld have. 

Fordyce, Camden, Eldorado went down from 96c 
to 80c on June 22, 1953. They were at 96c without 
Coke. Pepsi Cola Bottling Company, Fordyce, Ar- 
kansas, made the break. Hot Springs has never been 
anything but 80c. 

Hope, Nashville, Mena, Dequeen and Murfesboro 
advanced from 80 to 96 on June 29, 1953. All bot- 
tlers including Coke went along with the new price. 
Hot Springs was not in this group. They are at 
this price now. 

On December 21, 1953, all bottlers in Texarkana 
advanced to 96c. They are doing nicely. 

Delta Bottling Company 
T. A. Witherington 


To the Editor: 

How foolish can we get? Can we continue to con- 
demn those outside our industry for spreading 
propaganda which is injurious, when so-called pil- 
lars of the industry pay to have the same senti- 
ments broadcast? 

Driving up to Connecticut this morning I tuned 
in a New York station. The commentator went to 
considerable effort to contradict statements by the 
sugar industry regarding the benefits of sugar. 

This was followed by the oft-heard untruths and 
half-truths regarding the harmful effect of sugar 
upon the teeth, and what the school nurse is pur- 
ported to have said to the child about avoiding 
sugared products. Yes, beverages were specifically 
mentioned. 

All this was a prelude to the grand climax—the 
commercial regarding a brand of non-sugar bev- 
erages, one that is produced by a manufacturer of 
sugar-beverages as well. 

On a previous occasion I discussed a newspaper 
item with this bottler, which was adverse to sugar 
beverages and which included a plug for this brand 
of non-sugar drinks. At the time he pleaded not 
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knowing about it, not having seen it, etc. He did 
not know at the time that I already had informa- 
tion indicating that the release came from his adver- 
tising agency. 

Non-sugar beverages can and should be sold on 
their merits. Many bottlers are doing it. More power 
to them. 

But how do you account for the bottler who helps 
pull the Trojan horse into the encampment? 


GLENSHAW GLASS Co. 
Al Schwartz, 


Eastern Representative 


Urge Sugar Consumption to 
Keep Weight Down 


People who want to control their appetites and 
thus control their weight, are offered a simple solu- 
tion through the consumption of foods or drinks 
containing sugar. This is the key to the newly de- 
veloped promotion for the food and soft drink trades, 
according to Neil Kelly, Vice President of Sugar 
Information, Inc. 


“Appetite may be controlled by eating or drinking 
sugar-containing foods, including soft drinks, be- 
cause they raise the blood sugar level and thus tem- 
porarily reduce the desire to eat. The same effect 
cannot be expected from non-nutritive soft drinks,” 
he pointed out. 


Mr. Kelly addressed the New Jersey Bottlers of 
Carbonated Beverages at their annual convention 
held in Newark, N. J., recently. 


“Soft drinks are a low-calorie food, and the elim- 
ination of sugar from them has no advantage for 
the normal person,” Mr. Kelly said. “The average 
American gets not more than one or two per cent of 
his calories from soft drinks. 

“There is no evidence whatever that non-caloric, 
non-nutritive soft drinks are effective in a weight 
reducing program.” Mr. Kelly declared, “the re- 
moval of sugar from a carbonated beverage elim- 
inates its principal and probably only nutrient. For 
that reason, dietary drinks are not foods in the 
strict sense.” 

It was pointed out that people get fat because 
they overeat. They overeat because they get hungry. 
One reason for overeating and for the resulting 
overweight in many people is that their blood sugar 
level is low. 

“Sugar gives most soft drinks their ‘lift’ and re- 
freshment value,” according to Mr. Kelly. “It is 
quickly absorbed by the body, and is a source of 
quick energy. Non-nutritive drinks have no energy 


value.” 
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Thirsty Season Ahead 


Youngsters everywhere are 
Bote reaching for delicious NuGrape Soda. 
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After hard play, they know there’s 
a real treat in store with NuGrape. 





For this big summer season, 
NuGrape has a big advertising and 






merchandising program that’s 






tied in directly with the sale of 






NuGrape Soda. Designed to build 






greater sales than ever before, 






it’s just one of the forward steps 






of NuGrape that means bigger 









profits for NuGrape Bottlers. 






Why don’t you investigate 






NuGrape today? 
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FILPACO INDUSTRIES 
THE FILTER PAPER COMPANY 


2414 S. MICHIGAN AVE., CHICAGO 16, ILL. 








Timely Tax Topics 


How to Figure 


Bottle and Case Deposits 


6 xx outstanding container deposits 
liabilities or income? Certainly, it 
isn’t customary to regard business lia- 
bilities as a source of income. There is 
a sad tale, however, about a plant 
whose unpaid container deposits were 
transformed, by the Commissioner of 
Internal Revenue, into taxable income, 
to the extent of a quarter of a million 
dollars. The story is important since 
while it involved a brewery, it also 
applies to the carbonated beverage in- 
dustry. 

This brewery supplied, rather than 
sold, the containers (barrels, kegs, 
bottles and cases) to its customers. In 
line with general practice, deposits 
were collected for the delivered con- 
tainers in order to encourage their 
return. Such deposits were treated as 
a liability on the company’s books. 
Upon the return of empty containers, 
the related deposits would be refunded 
and reflected as a reduction of the 
container liability account. Also, in 
line with genera! experience, custom- 
ers did not return all containers to the 
brewery. Hence, the balance in the lia- 
bility account mounted from year to 
year. When the company’s books were 
examined for the years 1942, and 1943; 
the Commissioner increased the net in- 
come to the extent of the net increase 
in the liability account. He considered 
that the pre-existing balance in the 
deposit liability account, accumulated 
from the unrefunded deposits of pre- 





David C,. Anchin, C.P.A. and attor- 
ney, is a partner of the firm of 
Anchin, Block & Anchin, a New 
York firm of certified public ac- 
countants. Mr. Weiner, also aC.P.A. 
and attorney, is associated with the 
firm. Both authors have written ex- 
tensively on the subject of federal 
taxation, 

This article is part of a series on the 
subject of tax savings for bottlers 
of soft drinks. 


by DAVID C. ANCHIN 
and JULIAN S. H. WEINER 


vious years, adequately covered such 


‘future refunds as might reasonably be 


expected to ve made. 

The Tax Court echoed the senti- 
ments of the Commissioner. It, too, be- 
lieved that the rapidly increasing bal- 
ance in the liability account indicated 
that a substantial portion of the un- 
paid deposits would never have to be 
refunded and hence should be treated 
as income. The Court pointed out, how- 
ever, that the story might have had a 
happier ending if the brewery had fol- 
lowed a policy of annually reporting 
an estimated amount (based upon its 
experience) of outstanding deposits 
as income. 

Using the above case for precedent, 
the Commissioner may try to throw 
excessive container deposits into a 
year which will subject such converted 
income to a peak tax rate. For exam- 
ple, assume a bottler, operating in the 
corporate form, reported net profits 
and unpaid container deposits, as 
follows: 

Profit before Deposit 


Taxes Liability 
ROOR 650 oes $15,000 $5,000 
1052 ....... 23,000 7,000 
re 25,000 9,000 


Since $25,000 marks the dividing 
line between normal tax (30% and 
combined normal tax and_ surtax 
(52%) the Commissioner may decide 
that $2,000 of the $9,000 liability, as 
of the close of 1953, should be thrown 
into income, resulting in an additional 
tax of $1,040 ($2,000 x 5204). Of 
course, the assessment would be 
greater, if the bottler was subject to 
excess profits tax. Ihe Commissioner 
would naturally prefer making the 
conversion in 1953, since a_ similar 
change in 1952 woulr have only pro- 
duced additional taxes of $600 ($2,000 


» » 
x 300%). 
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As you know, it is less painful to 
learn from the experience of others. 
Accordingly, the brewery case offers 
this worthwhile lesson. It may be 
cheaper, over the years, to annually 
report as income some portion of the 
company’s excessive outstanding de- 
posits. This practice will reduce the 
risk of having such liabilities trans- 
formed into income in a year which 
will subject this item to a higher tax 
rate than is ordinarily paid by the 
bottler. 

Let’s not forget, therefore, that even 
the Commissioner will concede that 
“an ounce of prevention can be worth 
a pound of cure”. 


Avoid Grief By Carefully Timing 
Deposit Increases (If And When) 


Have you been thinking about in- 
creasing your case and bottle deposits ? 
If so, you’re certainly not alone. Con- 
siderable thought seems to have been 
generated on this question by rising 
container costs, which have climbed 
substantially above related deposits. 

The economies of the issue are clear. 
An accountant is not needed to ex- 
plain that an excess of costs over de- 
posits means losses which will reduce 
beverage profits. There are, of course, 
other practical factors which must be 
considered. However, it isn’t our inten- 
tion to debate the pros and cons of 
this issue. Instead, we would like to 
treat the increase as a foregone con- 
clusion and turn the spotlight on some 
vital problems which will accompany 
such a change. 


When To Refund Deposits At The 
Increased Amount 


At what point should deposits be 
repaid to customers at the new rate? 

Payments of refunds at the newly 
increased rate for empties on which 
deposits were collected at the old rate 
would no doubt contribute to the wel- 
fare and credit rating of the customer. 
On the other hand, even the bottler 
could profit if he thereby encourages 
the return of containers. The present 
deposits appear to be so dispropor- 
tionate to the replacement cost, that 
the loss resulting from refunds of de- 
posits at a higher figure than that 
originally received could result in sav- 


ings, provided that it will stimulate 
the return of containers which would 
otherwise be lost. 

For those who choose to limit their 
refunds, the following procedures are 
available : 


Determining Break-Off Point. By 
Way Of Records: 


Finding the answer for bottlers who 
keep records as to containers in the 
possession of each customer would not 
be too difficult. Where such informa- 
tion is available, refunds at the old 
figure should, theoretically, be made 
until all containers in the hands of 
customers, at the time of the increase, 
have been returned. 

In actual practice, some allowance 
may have to be made for the element 
of non-returns. This factor could com- 
pel payments at the new deposit price 
before a customer has actually claimed 
all deposits recorded in his account, 
as of the date of the increase. This 
situation, however, presents no un- 
usual or significant problems and prob- 
ably, can be best handled on an indi- 
vidual customer basis. 


Determining Break-Off Point. 
Without Records 


Bottlers who do not maintain de- 
tailed records as to containers out with 
the trade will face a bigger headache. 
This condition, however, might be par- 
tially remedied in some situations by 
inventorying containers in the hands 
of customers, as of the date on which 
the increase becomes effective. The in- 
ventory could be performed by drivers 
during a delivery made immediately 
preceding or subsequent to the sched- 
uled increase. 

Will this require an actual count of 
every bottle or case? Not at all. In 
most cases, reasonably estimated in- 
ventories would probably suffice. In 
fact, it might be worth while using 
inventory forms, to be distributed dur- 
ing deliveries, which would be filled 
out by the trade. Such forms should be 
verified to the extent deemed necessary 
for the particular customer. 

Upon the establishment of the de- 
sired inventories, refunds are to be 
made at the old rate until the inven- 
toried containers have been returned 











VEKO flavors give you big cold bide advantages: 


« Market-tested to exactly suit the tastes of your market. 













Their distinctive, refreshing taste and lasting flavor make lithiated 


lemon drinks “‘tops’ in consumer demand. Many of these highly popular brands are 


packaged in Glenshaw glass containers. These modern bottles can help protect the quality 


and insure the uniform excellence of your product, too! 


GLENSHAW GLASS CO., INC. 


Glenshaw, Pa. 








to the plant. Here, too, some allowance may 
have to be made for the factor of non-returns. 

A solution which is available to some bottlers and 
which will avoid the clerical work connected with the 
inventory method is the following: This remedy 
would involve the use of labels which would identify 
bottles sold at the new deposit. Under this solution, 
refunds at the increased rate would be made only 
where the labels on the returned empties bear the 
proper identification. 

The labels on hand which are affixed to bottles, 
sold after the date of the increase, could be stamped, 
or imprinted with a code to identify them. Sim- 
ilarly such cases could be branded for this purpose. 


Separate Account For New Rate Deposits: 


Regardless of the remedy selected, it is suggested 
that deposits collected and paid out at the new rate 
be recorded in a separate account. This will facili- 
tate an overall accounting as to the containers out 
with the trade under both the old and new deposit 
price. Use of separate accounts might also produce 
a savings in connection with deposits converted into 
income by the Commissioner. A conversion mate 
early in the life of the new deposit rate may be 
limited principally to the balance remaining in the 
old deposit account. 

Of course, in some situations, it may be expedient 
to maintain only a memorandum record as to the 
separate deposit balances under the old and new 


rates. 


Postponement Of Tax On Deposit Gains: 

Here’s one last bit of advice. Generally, deposit 
increases which are scheduled to take effect towards 
the bottler’s year-end should be postponed until the 
beginning of the following year. This is the reason 
why: 

Many bottlers use-the plant inventory method to 
account for container costs. Under this method con- 
tainers in the plant at year-end are usually valued 
at the deposit price. Accordingly, a deposit increase 
will require that containers be valued at the new or 
higher rate, thus increasing taxable income. Where 
the deposit price has been raised near the close of 
the taxable year, a substantial portion of the initial 
gains stemming from the increase may be swallowed 
immediately by taxes. This tax bite, however, could 
be avoided for another year by timing the increasé 
to begin in the new year instead of at the end of thé 
old year. 

An increase in the deposit can produce anotheF 
tax problem worthy of consideration. The resultan€ 
change in relationship between container cost and 
deposit may render the bottler’s present method of 
accounting for container costs ineffective, tax wis€ 
Under the circumstances, a knowledge of the various 
tax methods for treating container costs could prové 
helpful, if not profitable. The next article, therefor@ 
will be devoted to this all-important subject. 
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The Contagion Spreads . . . 


Ww, EN a couple of years ago a few misguided West 


Virginia bottlers, made desperate by low prices and 


seeking some way of breaking the hold of the nickel, 


sought relief by the devious path of special taxation 


on soft drinks (and got it!) we wept bitter tears. 


We knew the idea was wrong in principle. We knew 


it would hurt the business in the State by slowing 
up sales, adding to bookkeeping costs, and pro- 


ducing consumer resistance and dealer resentment. 


We knew it would not serve to encourage a better 


price structure in the State; in fact, more than a 
few bottlers in West Virginia dropped the price to 
76c in order to keep the case price, with the 24c 
tax added, at one dollar. Most of all, we regretted 
the perpetration of the precedent, which the indus- 
try had fought in many States over the years, and 
often successfully, that special excise taxes on solt 
drinks are un-American because they tax a low- 
priced food product, and unrealistic and oppressive 
because usually the suggested tax rate of 20% or 
better is the kind of tax applied to luxury items 
like mink coats. 

Waving a tax dollar before a government body, 
State or Federal, is like waving a red cloth at a bull. 
Our farmer friends tell us that the old devil is color- 
blind, anyway, but the motion generates a reaction, 
always destructive. The West Virginia legislature 
jumped at the chance to tax soft drinks, especially 
since they were being pressured to provide funds 
for a new school of medicine and dentistry. So now 
the West Virginia bottlers are providing most of the 
funds to help educate the very people who have 
been dealing so unjustly and unkindly with soft 
drinks (the dental caries and excess avoirdupois 
controversies. ) 

And—as if that weren't enough—the contagion 


has spread. 


Last month, in West Virginia’s neighbor State 
to the east—Virginia—a group of medical profes- 
sion representatives approached Governor Stanley 
with the proposal that the State finance, in part, 
some “desperately needed” hospital projects by tax- 
ing soft drinks lc a bottle! 


The similarity to the West Virginia situation is 
no coincidence—this State’s experience was cited to 
Gov. Stanley—of course confined to the revenue- 


raising aspect. Because of Virginia’s larger popu- 


lation and higher consumption of bottled beverages, 


the attractive prospect of a five million dollar yield 


annually from the tax was advanced. 


There is no point, in this editorial, to decry the 
unfairness of such taxes, or point to their damaging 
effects. This we have done many times in the past. 
Neither do we feel there is any need to alert the 
Virginia bottlers to their danger, since we are sure 
they appreciate what could happen to their busi- 


nesses if the tax is enacted. 


The situation does, however, give us once again 
the opportunity to emphasis what we have said 
many times in the past; it is every bottler’s cardinal 
responsibility to know well his legislators, to see 
that they are thoroughly informed on the economics 
of the industry and therefore not susceptible to every 
fund-raising scheme that comes along in which our 
industry is the target. It is also every bottler’s re- 
sponsibility to put aside petty jealousies and differ- 
ences of opinion in favor of a strong, cooperative 


and effective community of bottlers. 


This is the serum for the contagion of discrimina- 


tory, unfair and destructive legislation. 


13 


1] 













12 





biggest headache for bottlers... . 


Cost—$2.30 a case. Deposit, $.50. The difference is today’s 


...My Case For Higher Deposits 





by EUGENE F. DONNELLY, vice-president, 
Royal Crown Bottling Co., Newark, N. J. 
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When profits are tied up in containers out in the trade, some of which never 
come back to the plant, the bottler never really knows how he stands... 


that’s the reason for 


the growing movement to increase deposits on 


bottles and cases, and to establish deposits on bottle cartons. 


Wi axn I was being trained to become an officer in 
Uncle Sam’s Navy I was told, among other things, 
that the mark of a really good officer was not to 
complain about the quality of man-power or material 
furnished to you, but rather to do the very best that 
one could with what he had. 


It is my considered opinion that we in the soft 
drink industry have done far from the best we can 


with what I consider to be the real, and perhaps 
basically the only problem we now have. (For this 
I am assuming that all of us had the good sense 
to raise our prices. ) 

This problem is that of the deposit we receive 
for our bottles and cases. 

Since a problem can best be illustrated by actual 
figures, I’m going to use some taken from an actual 
operation; and since I firmly believe in the free 
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interchange of information within an industry, you 
should be informed that these figures are my own. 
I can assure you that they are accurate, and they 
have been audited by outside, independent account- 
ants, save for 1953, which is in process of audit at 
this writing. 

We sold slightly over one million cases in calendar 
year 1953. We did this in one size only, namely 12 
ounce Royal Crown Cola and Nehi flavors. This fig- 
ure represented an increase of over one hundred 
thousand cases compared to 1952, despite an increase 
in price from $1.00 to $1.20 per case. Our sales for 
calendar 1952 were also better than for calendar 
1951 by more than one hundred thousand cases, the 
prices in both these years being the same, namely 
$1.00 per case. Our deposit for the whole period was 
the same, namely 50c per case (2c for each bottle 
and 2c for each case). 

Generally speaking, gold stars for excellence 
should be handed out all-around. The financial man- 
agement, the sales force, and the plant crew all re- 
ceived congratulations for two wonderfully progres- 
sive years. However there was one very important 
“fly in the ointment’”—despite all the progress; de- 
spite a nice profit in 1953 (new price), and a small 
profit in 1952 (old price), we haven’t got a dime 
to show for it! 

It doesn’t matter much, it seems to me, whether 
it is stockholders, or partners, or individual owners 
who are being considered ; they have a perfect right 
to be less than enthused over profits that are buried 
in the fixed assets, especially when such asset has 
only a going rather than a realizable value. 

My job naturally, in these circumstances, was to 
isolate the trouble and measure its effect, the reason, 
of course, being fairly obvious from the outset (a 


silly deposit structure). 





The industry loses its bottles and cases in almost every 
imaginable fashion, and low deposits have only minimum 
braking power. At a Navy installation, more mtys went 
into the drink than into the cases, making it worthwhile 
to put a diver to work to retrieve them. 
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On November 30, 1951, our books reflected a de- 
posit liability to customers of $20,884.52, which 
meant that 41,769 cases were on deposit. 

On November 30, 1953, the comparable figure was 
$53,044.98 which translates into 106,089 cases in 
dealers’ and customers’ hands. 

The increase in cases on deposit over the two year 
period is therefore 64,320—a not inconsiderable 
figure, but not inconsistent with the rate of progress 
in fuller lines and more outlets. 

We use at 12 ounce capacity, 16 ounce weight, 
applied color label bottle. The combined cost of the 
24 bottles and the case in which they are contained 
is $2.30. From this we may deduct the 50c deposit, 
thus leaving $1.80 of our money the use of which 
we have lost. Measured in total money, this repre- 
sents $115,776.00 which I have paid out, but cannot 
use for current requirements of operating my busi- 
ness. 

According to sales theorists we’re pretty hot stuff 

more stock in stores—ever-widening distribution 

-greater saturation, everything that marks a suc- 
cessful operation! But here’s the catch in all this. 
There being no acceptable substitute for money, 
how long can anyone continue this “‘frog in the well” 
financed set-up? 

We are sure that we are depreciating on a sound 
basis if we can accept the theory that one bottle 
out of every case sold is permanently lest. On sales 
of one million cases we would have to replace 41,000 
cases. At $2.30 per case we would require about 
$92,000.00 for this purpose and this figure should 
be an element in our sales price determination. We 
actually depreciate at the rate of 10c per case, which 
provides out of our sales income, $100,000.00 or 
$8,000.00 more than theoretical replacement costs 
require. 

The facts for 1953 are that I bought 102,000 cases 
of glass and spent well over $200,000.00 for them. 
Where does the excess $100,000.00 come from—and 
more important, how long can I or anyone else for 
that matter, continue to do this? 

You'll probably say, “‘All that may be so, but its 
unusual because you are using two successive years 
where sales increases were abnormal.” 

Alright, let us stand still (an impossible situation, 
incidentally )—let us sell exactly the same volume 
in any two years. We will all agree, no doubt, that 
we cannot avoid the 10% mortality rate in our 
customers—a loss which must be replaced. We all 
know that we won’t get all our cases out of the 
accounts we lose—and we know that good business 
requires us to have five cases available for each 
new case we sell. The mathematics are simple 
enough. We put out five times $2.30 or $11.50 and 
we get deposits of $2.50, giving our cash position 
a $9.00 blow every time we do it. This $9.00 figure 
is reduced to whatever extent we discover the glass 


in the hands of our lost customers, but it stands 
to reason we will still lose position. 

We must assume that no responsible business man 
would knowingly over-state an asset and thus inflate 
his income through use of erroneous depreciation 
rates. And if he uses a proper depreciation rate the 
need for a'proper price must become apparent—if 
it isn’t apparent the sheriff will soon make it so! 
And there’s plenty of supporting evidence for that— 
too much in fact in our industry as a whole. 

Similarly, it should be apparent that no business 
man can pour out his cash where he loses the use 
of it without having to get it from somewhere. 
How many of us keep afloat by using other depre- 
ciation provisions, failure to promote our products, 
and failure to keep our equipment and man-power 
at high efficiency levels in order to keep somewhere 
near even on our glass and cases? Such a road can 
lead only to the loss of our business. 

What is the answer to all this? It is as simple 
as “shooting fish in a bowl.” Our deposit structure 
is stupid—and our public relations concerning the 
returnable bottle is pathetic. 

First of all, let us raise our deposits right now! 
We can’t expect people to put any greater value on 
our property than we put there ourselves! 

We must break down dealer resistance to return- 
able bottles through a process of education. The 
California-Nevada bottlers have been using pub- 
licity and news releases in grocery trade magazines 
and other likely sources stressing “Deposit Bottles 
Bring Business Back.” Sure they spend money on 
this promotion, but it is a lot less that the value 
of the improvement in their bottle and case outlay. 

We might even have to consider a handling, or 
service, charge to assist the dealer to cover his so- 
called cost of handling empties compared with what 
business these empties may bring to the store. (This 
is, of course, an extension of what we went through 
in the past on coupons—the ‘bookkeeping’ cost, 
you know!). 

We should aim a program of information at the 
housewife and at the youngsters so that she won’t 
hoard bottles until she gets a good size sum to aug- 
ment the “house money”; at the young men and 
women in schools and colleges and elsewhere who 
save them to eke out their allowances after they 
have exhausted them; and at people who keep bot- 
tles for no reason but sheer inertia. 

The theme for such a campaign might well be 
“We must fill each bottle more times each year.” 
This, after all, is the real rub in the problem of 
outstanding bottles and cases. 

If after a reasonable period these don’t do the 
job, then let’s face it. The returnable bottle is more 
or less a one-way bottle and we must finance it 


through increased prices. 


Go back to your local groups and talk this over 


now—it may be later than you think! 
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Ohio Bottiers Urged To 
Study Proposed Changes 
In Taft-Hartley Law 


For the benefit of bottlers in Ohio 
interested in discussing problems 
of labor and management with their 
Congressmen and Senators, the 
Ohio Bottlers of Carbonated Bever- 
age, Inc. has issued an up-to-the- 
minute analysis of the proposed 
changes in the Taft-Hartley Law. 

Admitting that the pros and cons 
of suggested amendments to the 
Taft-Hartley Act have been widely 
discussed recently in the public 
press, the association lists the fol- 
lowing points which are of special 
interest to the Bottlers in Ohio: 

(1) To clearly establish that a 
speech which is protected by the 
freedom of speech provisions does 
not become an unfair labor practice 
or the reason for the setting aside 
of an election. 

(2) Asa prerequisite to the right 
to claim to represent any unit of 
employes, a union should be re- 
quired to demonstrate its majority 
in a secret ballot election by cer- 
tification by the N. L. R. B. 

(3) The use of any form of force 
or coercion to compel an employer 
to commit an act which is illegal 
under the statute should be enjoin- 
able. 

(4) In order to provide un- 
equivocal protection for the work- 
ers’ right to join or not to join a 
union, the act should ban all forms 
of compulsory unionism. 

(5) The federal law should ex- 
pressly provide that it is not in- 
tended and is not to be construed 
to pre-emp the field of labor-man- 
agement relations and to bar the 
granting of relief by state courts 
under state law. 

(6) Secondary boycott provi- 
sions of the act should be strength- 
ened. 

(7) Most industrial leaders all 
agreed that the present law will 
be adequate to deal with strikes af- 
fecting the national safety and 
welfare if it is properly adminis- 
tered. It would be unwise they be- 
lieve to attempt new legislation un- 
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Pioneers Again 


ah. The answer to ALL your 


FOR MEYER-DUMORE BOTTLE CLEANERS 





WHY YOU SHOULD USE THE NEW 

VOLCKENING NYLON OUTSIDE BRUSHES :— 

1. Nylon Outside Brushes will outlast many, many sets of fibre brushes. Original in- 
stallations of Nylon Outside Brushes have been in operation for six years and are still in 
perfect condition! 

2. Nylon Outside Brushes give a more thoroughly brushed and polished bottle due to the 
greater brushing ability of nylon. 

3. Fibre brushes need replacement at least three times a year since they absorb a great 
amount of water which softens the fibre and causes it to mat and break off. 


4. Nylon Outside Brushes are constructed of Nylon, Brass, Aluminum and Stainless Steel. 
There are no wood blocks to split or rot. 





NYLON BOTTOM BRUSHES FOR YOUR 
MEYER-DUMORE 
BOTTLE CLEANER 


This Bottom Brush is con- 
structed of Black Nylon 
which is Stainless-Steel 
stapled into Lucite blocks. 
No more wood to rot. No 
more frequent replacements 
as these brushes will outlast 
many of the old-type brushes. 
When ordering, send us a 
sample of the brush you are 
now using. 


NYLON LIFTING 


.. - FOR MEYER-DUMORE 


These Nylon Lifting 
Spindle Tips replace the 
steel tips. The use of 
Nylon Lifting Spindle 
Tips is your guarantee 
of longer bottle life. 









































































| til the existing law has been given a 


| fair trial in operation. 
(8) The monopoly power of 
| unions should not be dealt with 
TRIED its | through new legislation until there 


TESTED | has been conducted a full-fledged 
nd | joint Senate-House investigation of 


d ® || the effect on the consumer of labor 
Outside Brush Problems PROVEN Py monopoly and other restraints of 


trade by labor. 

(9) Many leaders further believe 
the following provisions of the act 
are essential to industrial harmony 
and to the protection of the worker 
and should be retained without 
change. 

(a) The ban on voting in rep- 
resentation elections by “economic” 
strikers who have been replaced. 

(b) The present exclusion of 
foremen and other members of man- 








FOR LIQUID BOTTLE CLEANERS 


agement from coverage under the 
act. 

(c) The independence of the 
General Counsel. 

(d) The ban on union-controlled 
welfare funds. 








(e) The ban on pre-hearing elec- 
tions. 
(f) The ban on the “extent of 


5. Nylon, being a manufactured product, is uniform. This uniformity gives even wear ee 
organization” doctrine in the de- 


and a balanced brush. Fibre brushes cannot be uniform as fibre is a vegetable product re 
and diameters and weights of fibres vary. termination of appropriate bargain- 


6. You obtain greater production from your bottle cleaner because Nylon Outside Brushes Ing units. 


hold bottles in perfect alignment. Costly production stops caused by bottles “hanging up” (10) The act should be adminis- 
are eliminated. tered in the public interest. For 
7. There are no installation problems as these brushes are easy to install. many years it has been adminis- 
8. Our Nylon Outside Brushes will give 100% satisfaction. tered primarily in the interests of 


7 ‘ , - organized labor. Many i stris 
9. Nylon brushes are naturally more sanitary as nylon is almost waterproof. Fibre . , iny industrial 


absorbs many times its weight in water which causes dry and wet rotting, mildew, etc. leaders believe, therefore, there has 


10. These Nylon Outside Brushes are a product of the highest development of the brush- resulted a body of administrative 


maker’s art. Even if you were willing to pay ten times more than the price of these law, rules and regulations which 
brushes, we would not be able to make them any better. They are the finest Outside do not reflect the intent of Con- 
Brushes that money can buy! gress. 


Quoting further from the report 
issued by the Ohio Bottlers of Car- 


bonated Beverage Association: 





SPINDLE TIPS 


The press tells us that adminis- 














tration proposals are and will be 
made to correct “inequities” in the 
present law. After consulting with 


“labor” authorities, we are told it 


... FOR LIQUID 


<u is possible that some Taft-Hartley 
“Nylon cannot injure 


glass.”” A bent steel lift- 
ing spindle tip can 
shorten the life of your 
bottles considerably. Play 
safe. Use Nylon. 


provisions restrict labor unions in 
organizing and operating local 
units; it is also true that some of 








these restrictions were not con- 
tained in the Wagner Act. 


NYLON VERTICAL BRUSHES 








Most bottlers believe that their 
employees should have the right to 
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join or refuse to join a labor union 
and that they should be protected 
in that right; that the role, if any, 
of government in this matter, 
should be to act as impartial judge. 

Therefore, we urge that you con- 
tact your Congressman and Sen- 
ators asking them to resist any at- 
tempt to weaken the present provi- 
sions on secondary boycotts. 

Another suggested amendment 
would further limit the employer’s 
right to express his opinion on the 
merits or demerits of a particular 
union seeking to organize his em- 
ployees. The Taft-Hartley law cor- 
rected to some degree the situation 
under the Wagner Act in which the 
employer had almost no right to 
expression. Recently the N. L. R. B. 
has adopted a more impartial atti- 
tude in the matter. We believe these 
gains must be preserved if employ- 
ers are to have an equal chance 
with the union to discuss the merits 
of employee organizations. 

A third proposal we don’t like 
would curtail the right of state leg- 
islatures to enact laws governing 
picketing and the “right to work”. 
A recent Supreme Court decision, 
under the present law, appears to 
eliminate this remarkable preroga- 
tive by state legislative bodies. A 
correction in the Taft-Hartley law 
is in order, we believe, to guaran- 
tee that Ohio and other states can 
exercise their inherent and proper 
police powers. 

While the points listed above 
cover only the major changes cur- 
rently under discussion that ap- 
pear of primary interest to the bot- 
tling industry in Ohio, they have 
been submitted for study and con- 
sideration by the Ohio Bottlers As- 
sociation. 

Industry members in Ohio are 
further urged to send copies of 
their letters addressed to Congress- 
men and Senators to the associa- 
tion and are also reminded that 
further details are available con- 
cerning any point not covered in the 
brief resume sent out to members. 





BUY 
U. S. SAVINGS BONDS 
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FOR 50 YEARS THE LEADING NAME IN 
BOTTLING EQUIPMENT — TODAY USED 
THE WORLD OVER 














GEO. J. MEYER MANUFACTURING ©. 
CUDAHY, WISCONSIN 























Working With The World’s 


Bottling Industries 


50 years ago— March 21, 1904— the Geo. 

, J. Meyer Manufacturing Co., had its beginning. 
To you, our Customers, this anniversary ad is 
dedicated. We are grateful for the confidence 
that our thousands of friends—have shown 
during the 50 years just past. 


: : . Ree We believe that the years ahead will bring fur- 
ther developments in automation — higher 
speeds — newer methods — lower costs. 


We of the Geo. J. Meyer Manufacturing Co., 
hope to continue to play an important part in 
the developing and bringing these improve- 
ments and refinements to you. 

On our Golden Anniversary may we extend our 
-sincere thanks, and pledge anew, our zeal, ex- 
perience and resources, to the industries with 
which we have grown. 
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GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN 








Non-returnable containers, actively 
promoted by many retail stores, may 
prove that the one-way container 
automatically opens up new markets 
for soft drinks. 


Facts About 


The One-Way Bottle 


“Tw is a discussion about bottles generally. For 
the past year or two, every glass salesman has 
heard the complaint from bottlers: “Where are my 
bottles going? Seems I’m buying several times as 
many loads as I used to! Guess may be you bottle 
fellows aren’t making ’em last as long as you used 
to!” I remember one man at a convention recently 
saying he was down to the point where he was 
getting one trip on his one-trip bottles, and two 
trips on his returnables. I can assure bottlers flatly 


that so far as general quality is concerned, all bev- 


erage bottle manufacturers are now working to 
closer controls and producing better ware than ever 


by J. J. O SHAUGHNESSY, 
Sales Manager, Beverage Bottle Division, 
Owens Illinois Glass Co., Toledo, Ohio 


February, 1954 


before. Whether or not the soft drink industry is 
being forced to buy excessively bottles with which 
to do any business, bears a little looking into. Here 
are the facts. Quoting A.B.C.B. for sales by the 
industry, and the Department of Commerce for glass 
industry sales of beverage bottles, both in terms 
of 2 dozen cases: 

In the big, restocking year of 1947, when 
bottlers could first really get their hands on sugar 
and crowns and so forth after World War II, the 
industry sold 901,664,000 case of goods. That same 
year, all the glass people shipped the bottlers a 
total of 62,262,000 cases of new glass, or 6.90% 
of your 1947 sales. In 1948, bottlers sold 1,009,863,- 
700 cases of goods, against which the glass industry 
sold 46,830,000 cases of new glass, or 4.64% of 
your sales. In 1949, you sold 1,012,893,300 cases 
of goods, and that year, the glass people sold you 
31,950,000 cases of new glass, or 3.15% of your 
sales. In 1950, you sold 1,001,751,474 cases of goods, 
and we glass makers sold you 38,752,000 cases of 
new glass, or 3.87% of your totatl sales. In 1951, 
your total sales were 1,043,825,00 cases, and your 
new glass purchases were 39,470,000 cases, or 3.78% 
of your sales. In 1952, your industry sales reached 
a record high of 1,132,550,000 cases and even 
considering the new float required for that record 
year—your new glass purchases were 50,176,000 


——————------ eOeOe I 


The calendar says Spring is just around the corner. 
And Sam Fitzwater (our bottler friend who picks only 
winning flavors) says you can. get a head start on 
volume business with these two delicious flavors. 
Watch ’em wake up those lazy taste buds—and do 
a real selling job for you! 


BLACK CHERRY—Bring in Spring on a happy note 
with this exciting eye-catching blend of cherry extract 
and natural flavors. It’s a tangy taste treat that 
can’t be beat! 


STRAWBERRY CREAM-—Sales will really climb with 
this delicious vanilla-type flavor. Its taste-pleasing 
strawberry overtone and clean, sparkling, enticing 
appearance bring customers back for more and more! 


Sam Says: Mr. Bottler, to get these fine 
Twitchell flavors, just fill out and mail this 


handy coupon today! 


Fill my order for: 


—__—Gallons Black Cherry 


Please send me: 
[_] Samples of both 


____Gallons Strawberry Cream 


[_] Send me Twitchell Talks 
(newsy 32-page magazine for bottlers) 


Firm Name 





Street ire 











City St ee | ee ee 


Signed by 





COMPANY — 


85 years of service to bottlers = 











Uo ty date with Modern Taste. 


Pepsi-Cola refreshes without filling 


AMERICANS have decided, it’s more fun to be fit. 

Today’s most popular food and drink are those 

that are kind to the waistline—which is all to the 

good for looks, for health, for more active living. 

That is the trend—the trend toward lighter, more 

sensible diet—with which Pepsi-Cola has steadily 
kept pace. 


Pepsi today is up to date with modern taste — 


Ys (pla —the Light refreshment 
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light, dry (not too sweet), reduced in calories. And 
more refreshing than ever, because it refreshes 
without filling! 

Have you hada Pepsi lately? You’ll find Pepsi-Cola, 
the modern, the light refreshment, in the familiar 
economy bottle that serves two people, and in the 


smaller, single-drink size. Refresh 


without filling. Have a Pepsi. a™ 











cases, or 4.43% of your sales. So far as 1953 is 
concerned, overall industry sales’ figures are not 
available yet, but the percentage of new glass pur- 
chased probably won’t be very far off the average 
of those I have just mentioned. 

I don’t think these percentages of new glass pur- 
chases to total beverage case sales, rather con- 
sistent as they are over the post World War II 
years, indicate anything alarming about your bot- 
tle losses. Certainly, your glass purchases have in- 
creased, but not out of relationship to the increased 
business you’re doing. And don’t forget that the in- 
creasing importance of the one-way beverage bottle, 
which means a case of new glass for each case of 
goods you sell, tends to pull up the overall new glass 
to case sales percentage. 

My company recently completed a Home-Maker’s 
Guild survey we chose to call “Bottles, Bottles, Who 
Has the Bottles?” (see p. 39, January, 1953 N.B.C.) 
If you haven’t seen it or heard about it yet, you 
will shortly. We were pretty sure bottlers have had 
good control over that part of the glass float which 
services so-called on-premises consumption business, 
such as done through coolers, vending machines, 
etc.—where your product is consumed when it is 
sold. But we thought you’d like to know more about 
the other part of your float—that part that services 
sales, principally in carriers and cases, for off- 
premise, or home consumption. The survey 
dicates among other things, that as of last May, 
there were 32 million cases of soft drink bottles 
in homes around the United States—two-thirds of 
which bottles were empty. This information poses 
a question in turn. What attempt has been or 
could be made by bottlers, individually or as an 
industry, to reduce that huge float of empties in 
homes? Any successful effort along that line with 
housewives and dealer outlets would further re- 
duce the new glass to total case sales percentages 
I mentioned earlier. 


in- 


Let’s look for a moment at the One-way beverage 
bottle. While non-returnable containers both of glass 
and metal, have been used by the brewing industry 
for 18 years, the universal package for the car- 
bonated beverage industry had been, until only 
5 years ago, the economical returnable bottle. True, 
the Cliquot Club folks experimented with cans in 
1938, and you’re all familiar with the Pepsi-Cola 
can marketing test in 1950. I’m also certain you’re 
all aware of current activity with cans around the 
country. One-way beverage bottles, however, first 
came on the scene in late 1948. Originally, bottles 
designed for beer were used for the purpose—and 
the products were low carbonation items, such as 
orange. It soon became apparent, however, that to 
do the job properly, especially designed packages 
would be needed, and such containers, made to hold 
a maximum of 5 gas volumes, were made available 
by the glass industry in early 1949. I think I can 
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Join the profit parade! Year after year 

Mason’s Root Beer sales keep climbing bringing added 
profits to every Mason’s bottler. Distinctive, foam-topped 
goodness—and such unique, extensive merchandising 
support as the Mason’s Advertising Truck which takes 
over the task of placing metal signs in your territory—are 
helping make Mason’s the No. 1 favorite in city after city. 


It will be your favorite, too, once you see how fast it sells! 





now distributed 


by leading 
bottlers from 
coast to coast 


Write, wire or call for complete franchise details 


MASON & MASON, INC., 213 N. DESPLAINES ST., CHICAGO, ILL. 
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safely say that the origin of these non-returnable 
glass beverage containers can be traced, not to any 
palpable eagerness by the glass industry to sell more 
containers, but to insistence by the bottling industry 
that they be made available. In 1949, total glass 
industry sales of one-way bottles were approximate- 
ly 51,000 gross, or 1.0% of all beverage glass pur- 
chased by your industry. In 1952, three years later, 
your industry bought 447,000 gross or 5.3% of all 
beverage glass purchases. For the first 10 months 
of 1953, one-way purchases pushed up to 782,000 
gross, or 9.8% of all beverage bottles your industry 
bought in those 10 months. 

Many of the glass producers have been asso- 
ciated for 20 years or more with the soft drink in- 
dustry, and have been aware of its rising produc- 
tion and distribution costs in the post World War 
II years. It did not appear to us that you were 
in an industry-wide position to adopt non-returnable 
containers. Seemingly to back up this contention, the 
bulk of the single serving size one-way glass you 
bought as an industry in 1953 was used to package 
(a), premium priced merchandising which could 
bear the extra container cost and (b), standard 
priced merchandise where distribution in sparsely 
populated areas presented a difficult deposit bottle 
problem. 

It must be recognized though, that your activity, 
of one specialized kind or another, with the one-way 
beverage bottle over the past four years, plus your 
current interest in tin cans as well, seem-to be 
proof that you yourselves think there is some room 
at least in the carbonated beverage industry for 





No deposit bottles now account for about 10% of the 
industry's glass purchases. No special plant equipment 
was necessary to make this package available to 
bottlers. 
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these convenience packages. I suggest however, you 
do not get your wires crossed by comparing your 
business to the brewing business, because they’re 
different in many respects. What applies to one, 
doesn’t necessarily apply to the other. Even the 
smallest of the 275 or so active brewers (and that’s 
a 42% reduction from the 471 or so who were doing 


) 
oe € | business—many of them along your lines—as late 
iS the time as 1947), yes, even the smallest of those 275 who ( 

operate today, does much more business and can ; 

‘ therefore invest more capital, than most bottlers. 

T ST REAM [ ‘ N t Remember those 275 breweries are selling much 1 
0 more total gallonage of their product annually than | 

you do—and there are some 5,500 operations slicing { 


Truck Fleet "27": 
your ruc Pe You have head that the brewing industry has _ | 


I 
successfully merchandised the non-returnable con- | \ 
tainer. That’s true. It’s also true however, that beer J 

r 
t 















is sold to its adult consumer at prices ranging from 
15 to 25c per 12 ounce bottle, meaning that pack- 
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I : : 
i aging is a lower percentage of the total product a 
: cost than would be the case with a 6% to 12 ounce r 
" LA\ container of your standard line of soft drinks, for i 
! a which the consumer pays anywhere from 5 to 10c. 
—e ba 2) Raise that consumer price to a flat 10c and my point 0 
1 comm is still well taken. Come what may, a conversion a 
(seabed from returnable to non-returnable beverage con- 0 
fe poTTiEs tainers means an increase of at least 3c per package, 
in container cost alone. In 1952, the brewing indus- a 
try sold a total of 84,820,000 barrels of beer—31 
gallons per barrel; and almost exactly 75% of it pi 
went into packages, bottles or cans. Here’s what the di 
brewing industry bought in the way of new pack- ce 
ages that year, translated into two dozen 12 ounce h: 
cases: 
4 to 
: One-Way Bottles and Cans—260,352,000 cases “ 
with the WHITE 3000 for 30.8% of the packaged beer business. on 
al 
th 
PROFIT today depends on efficient manufacturing and dr 
distribution efficiency. 
Match time and labor-saving bottling plant efficiency Fi | 
with the most modern motor truck available for your FIND OUT FOR YOURSELF! 6 
. “Rie! . Si 
business the White 3000. , P ELIMINATE high-cost trucks in your ‘Ay 
Its functional design assures delivery savings you can delivery fleet... today! Your White = 
measure first day in service ...and count on for years. Representative is prepared to analyze fo 
: if b : your truck fleet and truck needs and 
From its safety power-lift cab to its factory- provide you with latest technical in- pa 
engineered low-bed frame and low-level cab, the formation on delivery efficiency for yo 
White 3000 is tailored exactly to your needs. See your your business. He can show you how pe 
White Representative today! profitable it is to STREAMLINE your é 
a truck fleet... now! re’ 
THE WHITE MOTOR COMPANY ~* Cleveland I, Ohio m: 
++ With he HELP! cor ror sone an 
Power-Lift Brrr autor. meng ot , pre 
in 
FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS an 
sal 
cor 
“Ww , Y Ask f" . 
‘ 4 ” 
ell, You Asked For It! thi 
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Returnable Bottles—13,545,900 cases for the re- 
maining 69.2% of the packaged beer business. 


I have mentioned that 30.8% of all packaged beer 
in 1952 went into non-returnable bottles or cans. 
If the same 30.8% applied to the carbonated bev- 
erage industry that year, you would have bought 
349,000,000 2 dozens cases of one trip containers 
alone; or almost seven times the 50,176,000 cases 
you actually bought to do all your business in 1952. 

What I’ve said so far about non-returnable con- 
tainers might sound as though the glass industry, 
at least, is not interested in increasing your an- 
nual package bill. Nothing could be more wrong. We 
want to sell you all the containers you can buy in 
your joint conduct of a profitable, permanent busi- 
ness; and if you put over the non-returnable con- 
tainer in a big way, you’ll buy cans, yes—but you’ll 
also buy many more glass containers for the same 
purpose than ever before in the history of your 
industry. I know this because glass is a proven 
factor in the beverage field, with its advantages 
of transparency, and saleability, and its recognized 
ability to retain the quality of your product through- 
out its cycle of distribution—also because glass will 
provide you with the lowest cost one-way container 
available in the market today. 

Possibly you are standing on the threshold of a 
packaging revolution in the carbonated beverage in- 
dustry; but I suggest, before you blind your eyes 
completely to the methods of doing business that 
have served you in good stead for the past 75 years 
—and steer your course into uncharted seas, so 
to speak—that you satisfy yourselves that one-way 
containers, used on a very large scale in your 
industry, will automatically open up new markets 
and not simply overlay your present market; that 
the public insistence you hear about is not simply 
drum beating at the dealer level; that the consumer 
is ready to pay a universal 10c price for your prod- 
uct, and not reduce her consumption of it in re- 
sistance to that price; that you are not simply 
inviting new competition from scores of fresh 
food canning plants around the country whose ca- 
pacity lies idle most of the year; that you size up 
your individual selves honestly and decide if you 
can financially or otherwise survive this reported 
revolution, or whether you will be one of the 
marginal producers who will fall by the wayside 
as have 42% of the brewers in the past 8 years; 
and even if you decide you are not a marginal 
producer, that the resulting new scheme of things 
in your industry will let you control your outlets 
and the consumers—or whether the general whole- 
saling business in the United States will have that 
control. 

I think you should take a long, sober look at these 
things—and see just what the picture will be. Most 
important, decide where you fit into it. 
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MOBILES 
...and the TARTAN-CARTON itself 


COPYRIGHT 1954, THE SQUIRT COMPANY 
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THE NEW tartan-carton 


TRADEMARK 


Today, over 75% of the food and beverages sold in the 
nation move through gigantic super-markets. 


Self service is king ...and to catch the customer’s eye first 
demands package design of billboard impact. 


The sensational new Squirt Tartan-Carton was especially 
created to produce mass impact on the crowded shelves 
and floors of these volume markets. 


This brilliantly colored, original Tartan plaid is “Another 
Squirt First’... another of the achievements in merchan- 
dising which is moving Squirt and its bottlers to the top 
in the soft drink field. 


Why not find out about the Squirt Franchise in your 
territory? Write today. 


THE SQUIRT COMPANY 
202 SOUTH HAMILTON DRIVE 
BEVERLY HILLS, CALIFORNIA 
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You'll Win 


NEW! Virginia Dare 8 oz. Lemon 


Brand new and the results are 
coming in already! Folks like it 
and that’s the key to volume busi- 
ness! A quality product that shows 
real economy in use! Order a trial 
gallon of Virginia Dare 8 oz. 
Lemon, See the results for your- 
self, 











Virginia Dare Golden Orange No. 19 


This golden orange “juice type” 
flavor has become known to 
bottlers everywhere as a market- 
wise, business-building flavor. 
Makes a particularly fine drink! 
It’s made by Virginia Dare... and 
that means it’s the best orange 
flavor you can buy! 









CITRUS FLAVORS 


Every Time With This Unbeatable Combination! 


Virginia Dare Korker 

A corking drink! Zippy, tangy 
lemon soda blend made with the 
peerless flavor that only Virginia 
Dare can offer. Twice the sales 
potential ...as a thirst quenching 
drink straight ...as an ideal bar 
mixer, Check the profit possibili- 
ties in this famous family favorite. 


IRGINIALIARE nner com 


Bush Terminal Building No. 10 


Brooklyn 32, New York 





} 





(Continued from Page 4) 






TALK OF @a@THE TRADE 


Virginia Adopts Regulation on 
Artificial Sweeteners 


Regulations have been adopted by the Virginia 
State Board of Agriculture and Immigration to per- 
mit the use of artificial sweeteners in soft drinks 
and foods for dietary purposes. 


The board’s action followed a hearing requested 
by out-of-state bottling concerns which wanted to 
sell artificially sweetened beverages in Virginia to 
persons who should restrict their intake of ordinary 
sweets. 


The use of any sweetener other than sugar in 
carbonated or still water beverages heretofore was 
prohibited by board rules. 


Agriculture Commissioner P. C. Brinkley told the 
board that the state attorney general has ruled in- 
formally that the board did not have the authority 
for such a sweeping regulation. Brinkley said the 
new regulations would provide that any food or bev- 
erage containing any sugar substitute must be 
labeled as a dietary food and be approved for sale by 
the State Department of Agriculture. 


No objections to the regulations were offered by 
representatives of the out-of-state firms, Rock Creek 
Beverages of Washington and Cott Bottling Co., 
Inc., of Manchester, N. H. But Fred I. Hobbs, 
Richmond bottler representing the Virginia Bottlers 
Association, did raise objections. 


Hobbs told the board that Virginia bottlers would 
go along with the sale of strictly dietary beverages 
but that he felt that any such soft drinks should be 
sold and displayed separately at the retail level so 
that the public would not be confused. 


Brinkley replied that the attorney general had 
ruled that the board did not have the power under 
existing law to require retail segregation. He said 
that all the board could do was to require that di- 
etary foods and beverages be labeled so that con- 
sumers in the normal course of purchase and use 
could determine what they were. 

Mrs. Kathryn H. Stone, a member of the state 
legislature from Arlington, had proposed that Vir- 
ginia bottlers be permitted to substitute artificial 


sweetening. 
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"3-D" Look is Theme of 


Arizonas Silver Anniversary 
Convention 





Group picture of bottlers and supplymen attending the Arizona State Bottlers Convention 
at the famed San Marcos Hotel, Chandler. 





| @ NO DULLING FILM 
@ NO SPECKS 





An array of well-known bottlers and 
supplymen contribute to association's 
excellent convention program which 
tackled problems of sales, costs, de- 
posits, industry promotion and indus- 
try cooperation.... 


® NO SPOTS 








Moeranc for the first time since sales for ’54, the beverage men | 
| 


1949, carbonated beverage bottlers 
from all over Arizona, and many 
out of the state representatives of 
allied industries gathered at the 
famous San Marcos resort hotel in 
Chandler, January 21-22 for the 
25th convention of the Arizona 
State Bottlers’ Association. 

President Jack Mantle, Santa 
Rita Bottling Co. Tucson, said the 
purpose of the meeting was “to 
strengthen ties of the bottlers on a 
statewide basis for the advancement 
and protection of the entire bever- 
age industry in Arizona.” 

Using a 3-dimensional theme and 
stressing lower costs and greater 


Arizona’s officers, left to right:— 
Arnold W. Kehrli Jr., Phoenix, 
Secretary: Jack Mantle, Tucson, 
President: and Earl R. Mason, 
Phoenix, Vice President. 
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heard top-flight industry spokesmen 
speak on their operating and mer- 
chandising problems. Speakers 
were: Ivan Nielson, of the Nehi 
Beverage Co. Los Angeles, Calif.; 
Cecil Barbee, also from Los Angeles, 
representing the American Bottlers 
of Carbonated Beverages; James P. 
Kenny, Yale and Towne Mfg. Co., 
Los Angeles; Melvin Helin, Infilco 
Inc., Tucson, Ariz. ; Charles Walters, 
Phoenix attorney; W. C. Carpenter, 
Penn Salt Co., Tacoma, Wash.; John 
Clabaugh, Western Crown Cork and 
Seal Co., San Francisco, Calif.; 
R. H. Payne, Coca-Cola Bottling 
Co., Phoenix; M. C. Purcell, Coca- 





Soda Ash » Caustic Sod 
Cleaning Compounds - 





Bottles really sparkle with 


| eaavuiapaiianonyiods aaah ita a DUNNE 


When you compare the results of ordi- 
nary cleansers and Anchor Alkali—you 
instantly see the big difference! No doubt 
the product you are now using gives clean, 
sterile bottles—but with Anchor Alkali— 
bottles gleam and glisten with crystal 
clearness! So if you want absolute cleanli- 
ness plus sparkling brightness ... without 
specks ... spots... or dulling film—make 
Anchor Alkali your first choice. Today— 
run a test and see for yourself the advan- 
tages of using only Anchor Alkali! 


SOLVAY PROCESS DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
PR 61 Broadway, New York 6, N. Y. 
—= ———BRANCH SALES OFFICES: 
Boston + Charlotte +» Chicago + Cincinnati + Cleveland 


Detroit + Houston + New Orleans + New York 
Philadelphia «+ Pittsburgh + St. Louls + Syracuse 





a + Potassium Carbonate - Calcium Chioride 
a i Bicarbonate . Sodium Bicarbonate . Snowflake® Crystals . Para-dichlorobenzene 









ANCHOR 
ALKALI 


A SOLVAY Special Cleanser 





+ Chlorine + Caustic Potash . Sodium Nitrite 


Monochlorobenzene - Ortho-dichlorobenzene - Ammonium Chloride 
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Cola Bottling Co., Flagstaff, Ariz.; 
J. O. Dodson, Dr. Pepper, Phoenix; 
Earl Mason, Pepsi-Cola Bottling 
Co., Phoenix; Arnold Kekrli, Can- 
ada Dry, Phoenix; and finally, How- 
ard Pyle, Governor of Arizona. 

Ivan Neilson, opened the business 
session with a plea for better co- 
operation among the bottlers. “I 
like to think of the local association 
and its work as being the structural 
engineering applied to already good 
material to give it strength and 
durability,” he said. 





PALE DRY 


Ginger Blende 


SALIENT 
FLAVORING 
CORP. 


45 SUFFOLK STREET, 
NEW YORK 2, N. Y. 








d At Its Best 


“The sooner we realize that Uncle 
Sam is the major stockholder in all 
our plants, and we are therefore all 
partners rather than competitors, 
the sooner we shall start to coop- 
erate and grow. Our biggest com- 
petitor is not our fellow bottlers, 
but the manufacturers of frozen 
juices, and other products that ef- 
fect our soft drink sales. During 
the past year 551% million gallons of 
frozen juices alone were sold to 
America’s housewives. Some of the 
full page ads in national publica- 
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you Il 
sell 
more 
when 
you 
bottle 
these 3 
outstanding 
flavors | 
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Our 25th Dear of Progress 





Tucson, speaking on “Water 


Melvin Helin, Infilco Inc., 


and What It Means to Bev- 
erage Quality”. 


tions feature no particular band 
but tell a terrific story for the 
lemon juice industry. This is an 
example of real cooperation in in- 
dustry advertising.” 

Cecil Barbee, Executive Vice 
President of the Coca-Cola Bottling 
Co., Los Angeles, and a director of 
American Bottlers of Carbonated 
Beverages and a director of Coca- 
Cola Bottlers Association, spoke on 
“Foundation For Growth’. He also 
urged the bottlers to cooperate for 
higher profits. Mr. Barbee who has 
been an industry member for 31 
years, drew from his long, intimate 
experience in industry problems. 
He and his brothers organized the 
Coca-Cola Co. in Los Angeles and 
have built the organization up to 
800 employes supplying 35,000 deal- 
ers, which is reportedly the largest 
single bottling franchise in the 
world. 

Melvin Helin, Infilco Inc., Tucson, 
Ariz. used as a topic, “Water And 
What It Means To Beverage Qual- 
ity”. He pointed out that water 
constitutes about 80% of the bev- 
erage product, and consequently 
played an important part in improv- 
ing or detracting from the beverage 
quality. “The microscopic organ- 





isms and other forms of organic 
matter which cause so much trouble 
in the beverage are not ordinarily 
objectionable in drinking water. 
But this organic matter may cause 
any one or a combination of trou- 
bles involving spoilage, foaming, 
off-taste, essential oil separation, 
color change, unsightly deposits or 
excessive ring in the neck of bottles. 
Of course there are other causes for 
these same troubles,” Mr. Helin ex- 
plained. “Iron and maganese are 
also common undesirable constitu- 
ents of water which cause deposits 
and off-taste. 


“How can all these undesirable 
ingredients of water be eliminated ? 
There are various methods, but the 
most common type is that incorpo- 
rating lime treatment, coagulation, 
super-chlorination, filteration and 
carbon purfication.2 Basically the 
lime reacts with the alkaline form- 
ing bicarbonates of calcium and 
magnesium, bodily removing all but 
a small portion from the water. 
Super-chlorination with two hours 
retention or contact ‘burns up’ or 
kills all forms of objectionable or- 
ganic matter; filtration gives the 
treated water a higher degree of 
clarity; and activated carbon puri- 
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fication removes the residual chlor- 
ine. Such treatment assures a 
water of highest quality 365 days 
of the year and should be considered 
in the same category as truck or fire 
insurance. 

“Alkalinity can also be reduced 
by means of acid zeolite but such 
treatment produces a highly acidic 
effluent and is regenerated with 
strong acids, so there is always the 
danger of acid carrying over to the 
beverage by insufficient blending 
and rinsing. In addition, organic 
matter cannot be removed. There- 
fore, acid zeolite is not recom- 
mended for the treatment of bever- 
age water.” 

Mr. Helin concluded his speech 
by suggesting that as a practical 
third dimensional outlook for the 
future, 
placed on higher quality water as a 


more emphasis should be 


means for increased production and 
greater profits. 

J. O. Dodson, Dr. Pepper bottler, 
Phoenix, spoke on “What Increased 
Case Deposits Would Mean,” show- 
ing what could be saved if deposits 
on cases was raised from 50c to 
$1.00 and a deposit of 3c established 
on cartons. 

Governor Pyle 


Howard spoke 


briefly on a “Three-Dimension Out- 
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look for ’54.” Interesting movies 
were shown through the courtesy of 
the Owens-Illinois Glass Co., and 
Liberty Glass Co., Sapulpa, Okla. 

During the session, Buell E. 
Tade, Phoenix supplyman, was pre- 
sented a plaque by the Association 
in honor of his 25 years of service 
to the soft drink industry in Ari- 
zona. One of the final subjects dis- 
cussed was the low and inadequate 
sugar quota. It resulted in the adop- 
tion of the following resolution: 

“Be it resolved that the Arizona 
Soft Drink Bottlers Association go 
on record and pledge full support to 
the American Bottlers of Carbon- 
ated Beverages association and the 
sugar committee in their efforts to 
obtain a larger sugar quota for our 
industry. And be it further re- 
solved that a copy of this Resolu- 
tion be forwarded to all member of 
the Arizona Congressional Dele- 
gates in Washington.” 

The name of the association was 
officially changed to Arizona Soft 
Drinks Bottlers Association. 

Officers re-elected were: Jack 
Mantle, President; Earl R. Mason, 
Vice President; and Arnold W. 
Kehrli, Jr., secretary-treasurer. 

Helen Foster, Phoenix, 
elected to the Board of Directors. 


was 


Cecil Barbee, Los Angeles, 
Calif. Director of Coca-Cola 
Bottlers Association and 
A.B.C.B. Board Member, 
spoke on “Foundation For 
Growth”. 


Metropolitan (New York) Soft Drink 
Board of Trade Elects Officers 


At its annual meeting in New York, 
Jan. 27, the Metropolitan Soft Drink 
Board of Trade, New York City or- 
ganization of 50 major plants in the 
area, elected new officers and discussed 
projects and activities for this year. N. Y.; Financial Secretary, Morris 
Elected president was Marcy Green- Blacker, Gubner’s Beverages, Inc., 
berg, Minck Bros. & Co., Inc., Brook- New York; Secretary is Nat Stern, 
lyn, N. Y.; Ist vice-president, Matt Brooklyn attorney. 


WATER 


Widlicki, D & Z Bottling Co., Brook- 
lyn, N. Y.; 2nd vice-president, Abe 
Myer, Myer 1890 Dated Beverages, 
Inc., New York City; Treasurer, Louis 
Zivin, Threemore Sales Co., Brooklyn, 


is the foundation 
of your beverage! 














Make SURE it's PURE 


with a 


P&R Water Conditioning System 


Pure water is an absolute must for a satisfactory beverage. So why take chances 
with an inferior drink and dissatisfied customers? Install a reasonably priced, 
positive acting P & R Water Conditioning System. The P & R System is simple in 
design, yet incorporates all features necessary to a satisfactory water supply. 
They have proved their outstanding value under all kinds of operating conditions. 
Automatic in operation. Let our chemists study your needs and specify the exact 
equipment required in your locality. No obligation. 


WRITE FOR FURTHER INFORMATION 


Backed by 
Over 25 Years 
Experience 





ATLANTA, GEORGIA 


P.O. BOX 1042 
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Canadian 
Column... 











Speed Work for Bottling Plant 
in Vancouver 

Working drawings for the new 
$300,000 bottling works to be built on 
the north side of Kingsway between 
Earles and Moss by Canada Dry Ltd. 
are being rushed to completion in the 
offices of Architects McCarter, Naire 
& Partners, 1930 Marine Building. 

Present indications are the project 
will be ready for tender invitations 
early in the new year. 


E. H. Stimson, 
Alexandria Bottler Dies 

Alexandria, Ontario lost one of its 
most respected citizens with the recent 
death of E. H. Stimson. An important 
citizen of Alexandria for almost half 
a century, Mr. Stimson was aged 86. 

Mr. Stimson was the owner of the 
Alexandria Bottling Works, now under 
the management of his son, Harold. 

Ernest Henry Stimson was born on 
a farm near Richmond, Que., a son of 
Henry Stimson and his wife, Louisa 
Hill. He operated a bottling business 
in Cornwall before coming to Alexan- 
dria in 1906 to take over the Alex- 
andria Bottling Works from the late 
John R. Shaw. 


Canada Dry Income Up 

Canada Dry Ginger Ale Incorpo- 
rated in its report for the year ended 
Sept. 30, 1953, in which it shows net 
income after taxes, of $2,382,018 or 
$1.14 per common share against $2,- 
301,691 or $1.10 a share in the previ- 
ous year, notes that operations in Can- 
ada were expanded during the year. 

In Canada the reports notes, there 
are now 18 licensed bottlers two more 
than in the previous year. The cur- 
rent ratio getween the number of bot- 
tlers and percentage of national popu- 
lation served, the report adds, is ap- 
proximately the same in Canada as in 
the United States, “with opportunity 
still remaining for further growth” 
In addition the Canadian subsidiary 
operation in Canada showed a moder- 
ate increase in sales and a very sub- 
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y' Facts For Fence Sitters 


about your potential for dietetic beverages 


EVEN THE EXPERTS ARE SURPRISED at the quick and enormous growth of dietetic beverages. 
An estimated 10 million cases were sold last year. And—volume is continuing to grow—fast! 


IT’S GROWING BIGGER because the market is big. In addition to approximately one million 
diabetics, there are an estimated 25 million Americans who are overweight. 
These millions represent a new and additional consumer group for soft drinks. 


SUCARYL OPENS WIDE THE FULL DEVELOPMENT Of this market because it is a new discovery 
in the field of non-caloric sweeteners... with new advantages to consumers and processors. 
SUCARYL leaves no bitter after-taste. It stays sweet throughout your processing operation. 


SUCARYL IS KNOWN TO MILLIONS. Through widespread publicity, SUCARYL already enjoys 
vast public recognition and acceptance... a valuable consumer franchise for you. 


AND, INCREASED PROFIT IS POSSIBLE because of this acceptance and public need. 
Based on the general retail price for dietetic beverages, many bottlers are realizing 
a profit ranging from 30% to 70% greater than on ordinary beverages. 


You who are on the fence about dietetic beverages may find these facts helpful in making 
your decision to enter this rapidly growing, profitable field. We welcome your 
further inquiry. Simply write to Abbott Laboratories, North Chicago, Illinois. 
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THE NEW NON-CALORIC SWEETENER THAT OPENS A WHOLE NEW FIELD 
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stantial increase in operating earn- 
ings, the report states. 


Dismiss Bargaining Agent 

Application in New Brunswick 

An application of Sussex Ginger 
Ale, Ltd. Employees Association, for 
certification as bargaining agent for 
all employees of Sussex Ginger Ale 
Ltd. in the province of New Bruns- 
wick, excluding the managerial staff 
has been dismissed by the New Bruns- 
wick Labor Relations Board, The In- 
ternational Brotherhood of Teamsters, 
Chauffeurs and Warehouse Workers, 
has been certified as bargaining agent 
of all employees of the Sussex division 
except the office staff. 

Under the labor relations act, of 
New Brunswick, the bargaining agent 
may, on behalf of the employees in the 
unit by notice, require their employer 
to commence collective bargaining or 
the employer may, by notice, require 
the bargaining agent to commence 
collective bargaining. When proper 
notice has been given, the parties 
shall, without delay, but in any case 
within 20 clear days after notice was 
given, meet and commence to bargain 
collectively with one another and shall 
make every reasonable effort to con- 
clude a collective agreement. 


Ottawa Beverage Firm 
Offers Doll Premium 


Ottawa newspapers have been carry- 
ing a series of advertisements for 
Laval Beverage offering a doll for 
$4.98 and 29 Sun Crest bottle-tops. 
Copy advises readers to leave the 29 
bottle-tops and cash where the bever- 
age has been purchased and in a few 
days the dealer will have the doll. 


Can Containers Popular 
for Soft Drinks in Canada 


The possibility of canned soft drinks 
becoming popular is giving bottlers 
some concern. In the United States 
canned drinks are selling well and 
should this prove to be more than a 
passing trend the use of cans will in- 
evitably spread to Canada. One large 
bottler who experimented with a 
throw-away bottle early this year ex- 
pects to adopt cans some time in 1954. 
He claims that consumer acceptance 
“has gone beyond even our most op- 
timistic expectations”. 
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Planned Program Gets 
Mexican Plant Off To Good Start 


q » OUR sister republic to the south—Mexico 
the manufacture, distribution and sale of bottled 


soft drinks has been progressing at an even faster 
rate than in the United States. Concurrently with 
this expansion, there have come into being many 
new and modern bottling plants, typical of which 
is the latest in the growing number of Canada Dry 
plants, which opened last summer in Torreon. This 


Two views of new plant opened by Canada Dry de Launa., S. A., Torreon, Coahuila. 
Mexico. Top of page: Modern fleet of trucks line up for loading. Above left: Spotless 


is Canada Dry de la Laguna, S. A., Torreon, Coa- 
huila. 

The inaugural festivities consisted of four dif- 
ferent events. First, a week before the public open- 
ing, a cocktail party was given for all local press 
and radio representatives, and they were conducted 
on a tour of the plant. Three days later, all of Tor- 
reon’s 2,000 soft drink dealers were given invita- 





tions to visit the plant and attend a party arranged 
especially for them. 

On a Sunday in July, on the day before sales 
began, a reception was held and high government 
officials and business men of the city were invited 
to visit and inspect the plant. That same afternoon, 
the plant was opened to the public and more than 
20,000 people came and sampled cold Spur, Canada 
Dry ginger ale, orange and pineapple. Music was 
furnished during this gala occasion by a fourteen 
piece orchestra and was broadcast simultaneously 
over three radio stations. A big radio, press and 
outdoor advertising program supported all of these 
activities. 


sirup room showing battery of tanks and filtering system. Right: Production centers 
on Crown Cork & Seal 40-Spout Cem and 16-wide Meyer Dumore bottle washer. 
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Some of the 15,000 visitors who attended opening cere- 
mony, getting their first taste of “Spur”. 





Canada Dry International officers who helped 
materially in the building, equipping and opening 
of the plant included Knut E. Robsahm, field repre- 
sentative and D. H. Macduff, advertising manager. 

Once sales and service began, it was found that 
sales resistance did not exist in this normally very 
competitive market. Everyone had heard of the new 
plant and its products, and were waiting for them. 

The plant, which includes a Cem 40 installation, 
is modern in every respect, with show-case windows, 
good lighting, and easy-to-clean walls and floors. 
Juan Jorge Murra and Emilio Murra are the active 
owners and operators. In the six months the plant 
has been operating, their sales record has already 


become an impressive one. 





Inauguration was broadcast over three local radio sta- 
tions. Photo showing left to right: Jorge Murra, Director; 
President Municipal and Special Representative of the 
Governor of the State of Coahuila, Rodolfo Gonzalez 
Trevino; Emilio Murra, Manager of the new plant. 
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At the plant... 
~\ _ 








...9/ass protects 
your beverage quality 


A coin drops into a vending machine ...an eager hand 
grasps a cool glass bottle protecting your beverage 


salespackage and at the same time 
permits visual plant inspection be- 


Yes, THE BEST carbonated bever- _ distinctive. Notice, too, how in- fore your product goes to market. 
ages come in glass. And glass _ vitingyourcolorful beverages look | _Duraglas bottles, the finest of all 
keeps ‘em tasting the way you _ in sparkling glass bottles. glass bottles, are faithful protec- 
made them to taste. Delicious... The visibility of glass makes it a _ tors of your standards of quality. 


DURAGLAS CONTAINERS Owens-ILLINoIs 


AN (@) PRODUCT GENERAL OFFICES + TOLEDO 1, OHIO 
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CANNING SOFT DRINKS 


IN THE FLAT TOP CANS 


0; the handful of canned soft drink 
operations in the country, the first to 
be geared to the flat-top can was the 
Can-A-Pop Beverage Co., Sheridan, 
Wyoming. As first reported in an ex- 
clusive article in the August 1953 issue 
of N.B.G., the company is currently 
producing four flavors in the 12-ounce 
cans, marketing them in the five States 
of Wyoming, Montana, Idaho, Oregon 
and Washington through distributors. 
A new plant will soon be in operation 
n Stockton, Calif. The four flavors 

orange, root beer, grape and black 
cherry—are packed in the cans by 
means of a bottling line which is a 
curious combination of beer canning 
and soft drink bottling practice. 





In the exclusive flow sheet at the 
right, prepared by National Bottlers’ 
Gazette from information supplied by 
Can-A-Pop, each machine in the line 
is identified by a letter of the alphabet, 
and keyed to the legend below. It will 
be noted that only one machine—the 
siruper—is of special design. All 
others are standard units, familiar to 
both bottlers and brewers. 

Can-A-Pop beverages are pasteur- 
ized after filling, in the instance of 
this operation, a precaution against 
“wild yeasts” because of its proximity 
to the Sheridan Brewing plant, and to 
increase the shelf life of the product. 
It is believed that normally, pasteuri- 
zation will not be required for canned 
soft drinks. 





KEY TO THE PROCESS ... 


—_™ 


A—Water treatment equipment. (West- 
ern Filter Co.) 

B—Brine coolers 

C—Pre-cooling tanks 

D—Frigidaire automatic water cooler for 
constant temperature water 

E—1000 gal. carbonator, Liquid Car- 
bonic 


F—750 lb. dry ice converters (2) 





. G—10 place CO, manifold 


H—Fullscope ratio controller with alarm 
(Taylor Inst. Co.) 

I—Mixer (Mixing Equipment var 

J—500 gal. stainless steel simple sirup 
tanks 

K—Sugar loader (Jacob Fiouse & Sons) 

L—Flexflo pump, stainless steel [Cherry 
Burrell) 

M—Filter (Kwik Kleen Filter Co.) 

N—Mixer 

O—500 gal. stainless steel flavor mix- 
ing tanks 

P—Flexflo pump, stainless sieel (Cherry 
Burrell) 

@—Sirup gravity tank 

R—Siruper (Sheridan Brewing Co. de- 
sign) 

S—50 spout filler (Liquid Carbonic Co.) 

T—Angelus seamer (Pacific Can Co.) 

U—Cataract pasteurizer (Yundt) 

V—Weight checker (Anderson - Barn- 
grover) 

Wa—!I2° & 24 can caser (Chisholm- 
Ryder) 

Wb—6-pack machine (Dacam Corp.) 

X—Nu-way unscrambler(Chishold-Ryder) 

Y—Can Sterilizer 

Can supply:—Pacific Can Co. 








The pretty Can-a-Pop girls who helped introduce the product into the stores, watch cans of 
the new soft drink ride along the line on their way to the pasteurizing machine. Cans are 
coming off the seamer, the machine which seals on the tops, shown at the right. 


Can-a-Pop hits the end of line in the packaging department. Center left is a packing ma- 
chine which sets and packs the 6-pack Can-a-Pop carton. The 6-packs are then put into the 
cartons and the cartons glued shut by the man on the left. 
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Line SPEED 
144 CANS/MIN. 
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UNIFORM FLAVORS 
NDED BOTTLERS! 


ASSURE SUPERIOR, 
TO QUALITY-MI 


Only the very select raw materials enter 
the FLAVOREX plant. In specially designed, 
modern equipment, the prime quality 
materials are skillfully processed . . . to 
retain that fresh, rich flavor so vital to make 
your product— best tast- 

ing and most wanted! 


Remember, FLAVOREX 
flavors, made by artisans of 
vast experience, are priced right 
to assure you top quality and 

economy, too. It pays you 
to callon FLAVOREX for 
your requirements today. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302. S CENTRAL AVE BALTIMORE 2. MD. 














BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE ! 
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LEGEND: 





[] Outlined areas—solidly higher prices. 
HN Shaded areas—prices moving upward. 





™ Redareas —-solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next page) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. Prices have not changed significantly anywhere in the country in the last 30 
days. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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BY STATES 


BEVERAGE PRICES 












































ALABAMA 
Cities 6-8 oz. 10-12 oz. Quarts 
Aliceville 96 
Anniston .. 96 
Birmingham _ . 96 96 2.00 
Bae... ; 96 
Fayette .. . 96 
Gadsden ... . 96 
Gordo ... . 96 
Guin 96 
Jasper . 96 
Montgomery .80 80 
Mobile .. . 80 80 
Russellville 96 
ARIZONA 
Cities 6-8 oz. 10-12 oz. Quarts 
Phoenix .80-1.10 .80-1.10 1.25-1.90 
Tucson . .80- .90 .80-1.10 1.25-1.60 
Safford 80 80 1.25-1.60 
Douglas .80- .90 1.25-2.75* 
Yuma 1.10-1.20 1.20 1.25-2.10 
. $2.75 price is on no-deposit quarts. 
ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith 80 
Jonesboro 80 80 
Little Rock 80 80 
Texarkana 96 .96 
Fayetteville 85 .80- .85 
Camden* .80- .96 .80— .96 
Eldorado* .80- .96 .80- .96 
Fordyce* .80- .96 80- .96 
*All except Dr. Pepper and Coca-Cola. 
CALIFORNIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sacramento .90-1.30 1.35 1.60-1.80 
Stockton .90-1.10 1.10-1.20 1.60-1.80 
Berkeley -90-1.20 1.20 1.25-1.60 
Oakland -90-1.20 1.20 1.25-1.60 
San Francisco 1.00-1.35 1.20 1.25-1.60 
San Jose 1.00-1.20 1.30 1.50 
Fresno 1.00-1.30 1.30 1.60-2.00 
Bakersfield 1.20-1.30 1.30 1.60-2.25 
Pasadena 1.35 1.35 1.80-2.25 
Los Angeles 1.35 1.35 1.80-2.25 
Long Beach 1.35 1.35 1.80-2.25 
San Diego 1.20-1.35 1.35 1.60-2.00 
COLORADO 
Cities 6-8 oz. 10-12 oz. Quarts 
Denver 80- .96 -80-1.00 1.15-1.40 
Colorado Springs ‘1.20 1.30 1.15-1.40 
Pueblo 1.20 1.30 1.15-1.40 
Greely 1.00 1.00 1.15-1.40 
Sterling 1.40 1.40 1.20-1.60 
Trinidad 96 .96 1.20-1.40 
Alamosa 1.25 1.25 1.60 
Salida 1.25 1.25 1.60-1.80 
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Fruity Blend 1 oz. 


Vanilla Character 
No. 2, 1 oz. 


Vanilla Character 
Compound, 4 oz. 








ni A Gciste, 

t and eiciting to ‘Ge taste. that Cream Soda 

is erally incomparable when made with 

a Red Seal flavors. 

PH vy. Write For Samples 

M50, 8 
% Quick Shipment! Every order received before noon is shipped the same day. 


WARNER-JENKINSON MANUFACTURING co. 


Manufacturers of Certified Food Colors, Extracts, Flavors, Vanillas 
2526 BALDWIN ST., ST. LOUIS 6, MO. 
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You have a good product. Don’t hide it ina blind container. 
Show it off for all to see in an attractive glass container. 
A product that is out-of-sight is very apt to be out-of-sale 
while the product that is packaged in glass for everyone to 
see and appraise is given the best opportunity to sell itself. 

Brockway Glass Containers with the Perma Label applied 
in a wide choice of color and design is a combination that 
can’t be beat. They show off the product to the very best 
advantage and provide strong identification . . . they are 
made under the most rigid quality control and with sufh- ° 
cient structural strength to withstand the rugged require- © 
ments of the modern, high-speed bottling line . . . anc 
behind every order is the friendly, cooperative Brockway 
organization to provide ready assistance should any pack- 


aging problem arise. 
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‘Brockway GLASS 
COMPANY, INC. 


Brockway, Pennsylvania 


Muskogee, Okla. Lapel, Ind. 


Ma BR Aas! 








BEVERAGE PRICES 
BY STATES 

































































CONNECTICUT 
Cities 6-8 oz. 10-12 oz. Quarts 
| 
Waterbury .80-1.12 1.00-1.20 1.25-1.85 
Hartford 80-1.12 1.00-1.20 1,25-1.85 
New London .80-1.20 1.00-2.10 1.00-1.85 
New Haven 80-1.12 1.00-1.85 1.10-1.85 
Bridgeport . 75-1.12 1.00-1.20 1.00-1.85 
Norwalk .80-1.00 1.00-1.20 1.00-1.85 
DELAWARE 
Cities 6-8 oz. 10-12 oz. Quarts 
Wilmington 80- .96 .80- .96 1.00-1.60 
DISTRICT OF COLUMBIA 

Cities 6-8 oz. 10-12 oz. Quarts 
Washington -70-1.20 .80-1.20 .80-1.65 

FLORIDA 
Cities 6-8 oz. 10-12 oz. Quarts 
Pensacola .80 
Tallahassee .80 
Jacksonville* .80-— .96 
Orlando* .80- .96 
Lakeland .80- .96 
Tampa* .80- .96 
St. Petersburg* .80- .96 
W. Palm Beach* .80- .96 
Miami* .80- .96 
Key West* .80- .96 
* All except Coca-Cola, which is .80. 

GEORGIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Atlanta 80- .96 .80- .96 1.60-2.00 
Augusta .80-1.00 -80-1.00 1.60—2.00 
Macon .80 80 80 
Columbus .80 80 80 
Savannah .80— .96 .80- .96 1.60 
LaGrange .80- .96 80- .96 1.60-2.00 
West Point .80- .96 .80— .96 1.60—2.00 
Valdosta .80- .90 .80-— .90 1.60 
Albany 80- .85 .80- .85 

IDAHO 
Cities 6-8 oz. 10-12 oz. Quarts 
Boise 90 .90-1.00 1.60-1.80 
Twin Falls 1.35 1.35-1.50 1.60-1.80 
Pocatello 1.35 1.35-1.50 1.50-1.80 
Lewiston 1.60 1.60 1.50-1.80 
Payette .80-1.00 .80-1.00 1.60-1.80 

ILLINOIS 
Cities 6-8 oz. 10-12 oz. Quarts 
Cairo .80- .96 80- .96 
Joilet 1.20 1.20 1.60 
Chicago -75-1.20 .80-1.20 .80-1.90 
Decatur 1.00-1.40 1.00-1.40 1.20-1.60 
Peoria -79-1.40 1.40 1.85 
Rockford .80-1.20 .80-1.20 1.08-1.60 





(Continued on Page 61) 
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Miniature gavel awards were given to past presidents 
at the opening session by President W. B. Trueman 
(at stand) Left to right are shown:—Frank Alessio; 
George Culley; John M. Rodgers; Elmer L. Richter; John 
R. Sousa; D. K. Washburn and George E. Silver. Awards 
were also given to Burton Arnds, Harold C. Taber and 
Roy G. Deary (not present). 





A view of the panel members at the California-Nevada 
convention. 





With a record-breaking attendance, the registration 
desk “crew” was kept very busy. 
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600 Attend California Convention 


... participate in discussions centering around "The House 
We Live In"... Frank debates on canned beverages, dietetic 
drinks, deposit containers, carton deposits. ... Speakers urge 
close industry unity to meet all competitive challenges. . . . 


CALIFORNIA-NEVADA’S NEW OFFICERS AND BOARD OF DIRECTORS 


Standing, left to right: R. J. Steacy, San Jose; E. O. Meyer, San Rafael; E. Richter, Fresno; 
A. D. MacDonald, Los Angeles; H. W. Fawcett, El Centro; L. O. Farr, Reno; J. L. Bispo, 
Modesto; N. G. Trevorrow, Sacramento; Frank Alessio, San Diego. Seated, left to right: 
C. Paxson, Bakersfield; A. Dossett, Los Angeles; R. W. Getchel, Safi Francisco, Vice Presi- 
dent; W. B. Trueman, Santa Barbara, President; G. Culley, Alhambra, Secretary: F. 
Grandolfo, Santa Barbara, Treasurer; Geo. Martinson, Santa Barbar@, 





@ surornu sunshine was the order of the day 
when approximately 600 delegates gathered for the 
3lst annual convention of the California-Nevada 
Manufacturers of Carbonated Beverages held at the 
Palace Hotel in San Francisco on Feb. 1st and 2nd. 


Acknowledgment of loyal service to the organiza- 
tion was made at the opening session with the pres- 
entation of miniature gavels to the following past 
presidents : 


John M. Rodgers, 1928-29-30 
Elmer L. Richter, 1931-32 
John R. Sousa, 1935-36 

D. K. Washburn, 1937-38 
George E. Silvers, 1939-40 
George Culley, 1943-44 
Frank Alessio, 1947-48 
Andrew J. Dossett, 1951-52 


At this time a plaque, commemorating the 100th 
year of Coca-Cola Bottling Co. of Sonora, Inc., was 
presented to the present owner and oldest member 
of the CNMCB, Mitchell Terzich. 

President W. B. Trueman, Seven-Up Bottling 
Company of Santa Barbara, gave a short talk on 
the conference theme, “The House We Live In.” 
The keynote here and throughout the conference was 
cooperation, in all its infinite variety, as the basis 
for living and getting along together successfully. 

Edwin F. Wagner, Seven-Up Bottling Company, 
Madison, Ill., and a director of the A.B.C.B., out- 
lined the broad scope of the national association 
program and the advantages to the local bottler of 
the many studies, booklets and advertising materials 
available to him. 

A lively, one-man demonstration of the art of sell- 
ing was presented by Ben Wells, vice president, 

















FOR SERVICES RENDERED... 


George Culley, left, executive secretary, presents an 
award to George Martinson, Nehi Bottling Co., Santa 
Barbara, retiring after eleven years’ service as trea- 
surer. 





Seven-Up Company, St. Louis. He launched into 
the old, high pressure selling routine of the fast 
spiel and quick sale as against the sound salesman- 
ship of today based on product quality and company 
integrity and gave some thought-provoking reasons 
for encouraging young men to enter the beverage 
selling field. 

The afternoon session was given over to three 
addresses. George E. Silvers, Western Divisional 
Manager, Nehi Corp., listed these three essential 
business vitamins for perking up the industry: 
Aspi—to keep the same aspiration you had when 
you started business; Inspi—the inspiration neces- 
sary to success ; and Perspi—the perspiration needed 
for continued hard work. “If you want a gauge for 
the future, look at the past, then take stock of the 
present situation and plan for the future on that 





basis,” he said. He named some of the reasons why 
we haven’t kept pace: a lowering of morale because 
of climbing profits and lack of consumer appeal; 
quality of sales personnel and organization below 
par, compensation not high enough and failure to 
provide enough sales training and incentives; the 
minds of potential consumers frustrated by conflict- 
ing sales appeals put out by our own people. “We 
must organize and support a positive consumer ap- 
peal,” he concluded. 

“Our industry today is measured by the quality 
of our product, our service and what people think of 
us,” declared Clarence N. Walker, Public Relations 
Dept., Coco-Cola Company, Atlanta, Georgia. Public 
relations is an important and necessary function in 
the building of a successful business. The whole 
world is our potential customer but we must merit 
the success we hope to attain which means we must 
do more than talk about it. Our most important 
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SPEAKERS ... 

“The Front Door Key” was the topic of the address 
delivered by Arthur Hardgrave, Executive Director of 
the Pepsi-Cola Bottlers’ Association. 


At right: George E. Silvers, Western Divisional Man- 
ager, Nehi Corp., spoke on “Business Vitamins. 





7-UP BOTTLERS MEET... 


A fine representation of 7-Up bottlers from the Pacific 
Coast met during the course of the convention to hear 
Ben Wells, 7-Up’s vice-president, discuss 1954 plans. 


HIRES FRANCHISERS ... 


HIGHLIGHTS OF CONVENTION ... 
“The A.B.C.B. in Your House and Mine” was the subject 
of very stimulating speech by Edwin F. Wagner, 


A.B.C.B. Board Member. 


Right:—Clarence N. Walker, Public Relations Depart- 
ment, Coca-Cola Co., Atlanta, spoke on “Industry 
Progress Through Public Relations.” 





investment is making friends—we must learn how 
to get along with people. He offered a four-way in- 
surance test for business improvement: (1) is it the 
truth what we say, do and represent, (2) is it fair 
to all concerned, (3) will it build goodwill, and (4) 
will it be beneficial to those outside the industry as 
well as to ourselves. We must constantly “ring the 
bell and tell the people” our story. The pot of gold 
at the end of the rainbow is elusive but with vision, 
faith and courage all things are possible. 

Arthur Hardgrave, Executive Director, Pepsi- 
Cola Bottlers’ Association, Inc., told the delegates 
that a strong association is the key to this strong 
and well built house. Accomplishment does not come 
with the efforts of a single individual but through 
the combined efforts of our association activities at 
the national, state, unit and local levels. The tools 


for better performance are furnished by our associa- 
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This group of Hires franchise bottlers met at the St. 
Francis Hotel during the California-Nevada Conven- 
tion. C. M. Lamason represented the parent company. 
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tion programs. Henry Ford worked out this formula 
to express the same idea: 


Coming together—organization 
Keeping together—program 
Working together—success 


Interest at the second morning’s session centered 
around the panel presentation of various important 
aspects of concern to the industry. Carl J. Wilson, 
manager of the La Playa Hotel, Modesto, was the 
moderator. 

A. D. MacDonald, White Rock Bottling Co., Los 
Angeles, started the ball rolling by citing their 
recent experience with soft drinks in cans and 
stated, “Don’t rush into this field. It’s an expensive 
proposition as you have to pay for the plate in 
process. Before we saw a single can we wrote a 
check for $50,000. We did it because we felt there 
were certain economic factors in our favor. We were 
able to get machinery cheap, we had a smooth-run- 
ning sales organization and we decided to get in on 
the ground floor. This gave us the advantage of 
being able to price it right and not disturb the 
basic bottle business.” He warned against transfer- 
ring good bottle business to cans at a lower profit 
and summed it up by saying, “‘protect your bottle 
business.” In studying the shelf life of the can they 
found that stock must be dated and rotated—‘“noth- 
ing holds a product like glass”—and there must be 
constant testing for quality control. 

“The use of cans has forced the industry to con- 
sider seriously the whole question of non-returnable 
bottles,” according to E. W. Jones, Cilquot Club 
Bottling Company, Oakland. He pointed out the 
heavy investment and many headaches involved in 
returnable glass. If used exclusively, non-returnable 
glass will relieve the bottler at the investment level, 


’ 


reduce plant costs considerably and make for a 
cleaner operation. Fewer headaches and losses from 
return bottle failure, breakage, stops for pickup and 
general irritation will result. It will mean more 
time can be used for merchandising by the alert 
salesman. Dealer satisfaction is another big con- 
sideration as it will lessen his problems also. Cus- 
tomers like the easy way out and are willing to pay 
for the added convenience. “I’d say we better go 
with the current rather than against it.” 

The case for deposit bottles was given by Andrew 
J. Dossett, Coca-Cola Bottling Company, Los An- 
geles. “This is the traditional way in our industry. 
We feel we can best serve the consuming public and 
our dealers by using deposit bottles. We must carry 
the word to the dealer, sell him and serve him. A 
couple of years ago our public relations committee 
decided to carry the value of the deposit bottle to our 
customers through a cooperative advertising cam- 
paign aimed at the grocery trade publications and 





(Continued on Page 74) 





February, 1954 








Bright 





§ and Shining 


Bottles 


Pep Up Sales 








DIAMOND WASHING 
AND CLEANING COMPOUNDS 


What better way to pep up sales than to put your 
product in bottles that really shine’ And DiaMonp 
has the answer to making bottles look their spar- 
kling best. It’s Hi- Test Alkali® No. 3. This efficient, 
economical compound gives you top cleaning 
efficiency at lowest cost. It completely softens 
water by converting hard water salts into a fluffy 
substance that is held suspended in solution. Salts 
can’t deposit on the bottles or the machine. 

Have you tried DIAMOND Clipper Cleaner® for 
cleaning your equipment? This versatile, efficient 
cleaner, with Hi-Test Alkali No. 3 for your bottles, 
gives you the economical cleaning combination 
you’ve been looking for . . . you get a minimum of 
detergent inventory at a real saving. 

A Dtamonp Representative will be glad to show 
you how these and other DIAMOND engineered 
cleaners can give you just the results you have been 
looking for. Call your nearest DiAmonp Sales Office 
or write DiAmMonp ALKALI Co., 300 Union Com- 
merce Bldg., Cleveland 14, Ohio. 


DIAMOND 
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DIAMOND ALKALI 


CLEVELAND 14, OHIO 
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NEW STAR ON BROADWAY 





Featured in the smash Broadway comedy hit “The Fifth 
Season” is No-Cal, the fast-selling sugar-free soft drink, 
produced by Kirsch Beverages, Inc. of Brooklyn. Repro- 
duced here is an actual scene on stage where No-Cal is 
used as part of the script by the stars. Left to right are, 
Phyllis Hill, Menasha Skulnick and Richard Whorf. The 
popular garment industry satire has been rewritten to 
include the No-Cal product in the plot. 














AN ENTHUSIASTIC BOOSTER 


Here is one of Bubble Up’s most enthusiastic customers 
caught by the candid camera in a busy moment. He is 
Joe English, grandson of Mr. and Mrs. Matthew L. English, 
owners of the Bubble Up bottling plant at Normal, Illinois. 
The English’s introduced Bubble Up in the Normal-Bloom- 
ington market in late 1952 and have been doing a good 
job ever since. 


DOUBLE-COLA KIDS DAY AT KIWANIS OUTING 


Once a year the Kiwanians along with Mr. Wayne DeLap, 
Double-Cola distributor at West Frankfort, Illinois sponsor 
a real Kids Day. This year one of the many features that 
made a terrific hit with the children was a free pony ride 
on Mr. DeLap’s Double-Cola pony. 





A PRIZE FOR THE WINNER 


Pamela Rank, famous British model presents the Schwep- 
pes Trophy to the winning jockey and the owner of the 
horse that won the Schweppes Handicap this month at 
Tropical Park, Miami, Florida. The Schweppes Tonic is 
bottled in America from imported ingredients through an 
arrangement with Pepsi-Cola Company and some of their 
bottlers and Schweppes, Ltd. of London. Southern Bever- 
ages, Inc. bottles Schweppes Quinine Water for distribu- 
tion throughout the Miami-Fort Lauderdale area. 
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HOW TO MAKE NEWS 


Two 16-wide Ladewig Bottle Washers are shown being 
delivered to the new plant of the Coca-Cola Bottling Co. 
in Albuquerque, New Mexico. It is always of interest 
when a plant installs major equipment, but when a bot- 
tling company installs two washers at a time... that's 
real news! 











FIRST ANNIVERSARY 





WIP Gagbusters Jerry Williams (seated left) and Harry 


Everybody's Singing 
See ee peter ir Praise for SunCrest Flavors 


first anniversary with station WIP in Philadelphia. Delicious SunCrest flavors are tops on the sip parade of kids 





and grown-ups everywhere. SunCrest, in any of many quality 


flavors, offers fresh and pure enj 
BIRELEY’S NEW FRANCHISE EXPANSION PROGRAM , P are 


SunCrest is a boon to bottlers, too—one attractive bottle... 


a well-known name, and a wide range of always-popular flavors. 


Investigate SunCrest franchise openings today! 
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he Shown ai the recent Bireley’s sales meeting held in Chi- Comfy = 
at cago at which the new Bireley’s franchise program was gee <HVOw’® 
is announced are, left to right, (bottom row) Ray Curtis, Jim ¢ ia peROLR CORE: 

an Mathews, Ray Huntley, Dale Roberts, Hugh Williams, (sec- ftlanta, Georg 

eir ond row): M. E. Ruth, Jack Baron, Clarence Way, Dale ' 

pr- Towery, Lee Otzen, Robert McWeeney, (third row): Lloyd 

u- Lish, Lou Rothell, Ed Bowen, Richard Pearson, Herb Ward. 
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West Virginia Soft Drink Tax 


Your salee go higher and higher with Hireg! Br thee eieeaiienens 
PS 


Mahlon G. Guthrie, Charleston Seven-Up bottler, 
and President of the West Virginia Bottlers’ Asso- 









‘se ) ciation, termed grossly misleading, recent news 

. , 

— at | items indicating soft drink sales have increased in 
i ‘i | West Virginia. The bottlers’ leader said the facts 


were that the West Virginia soft drink industry lost 
more than 25% of its business, amounting to over 
four million cases of twenty-four bottles each, dur- 
ing the first year of the soft drink tax. This, he 
pointed out, meant that West Virginians drank and 
bought approximately one hundred million fewer 
bottles of soft drinks in the years 1951-1952. Con- 
tinuing, Mr. Guthrie pointed out that West Virginia 
retailers have also lost these sales and the profits 
which would have been made. 

Guthrie said, to understand the whole picture, one 
first needed to realize that soft drink sales have in- 
creased 18% nationally during the past two years, 
\ 10% and 8%, respectively. West Virginia has previ- 

‘ ; ously always been above the national average, he said; 
AA thus, it is conservative to say that the West Virginia 

) a ” soft drink industry has suffered not only the minimum 

N ! 25% dead loss but has lost its growth prospects for 
two years—all of which adds up to at least a 44% 
loss in volume of soft drink consumption and sales. 

Offsetting this tremendous estimated 44% loss, 
Mr. Guthrie said, was a tiny increase of about two 
point five per cent for the fiscal year ending June 
30, 1953, and another two point five per cent gain 
during the past six months which all adds up to an 
actual loss in the soft drink business in West Vir- 
ginia for wholesalers and retailers alike of about 
39% net loss since the enactment of the soft drink 






tax. 

~ The bottlers’ spokeman concluded by saying that 
his group is hopeful that the next Legislature will 
repeal this unfair tax which has been so harmful to 
the twenty-five thousand West Virginia retailers as 
well as to the soft drink industry, which is owned 
and operated by West Virginia citizens, but unfairly 
helpful to competitive merchandise such as candy, 
chewing gum, powdered soft drinks, canned fruit 
juices; practically all of which are produced outside 
of West Virginia. 


Hires is the worlds most advertised root beer! 










Hires is the worlds largest selling root beer! 


a low-rate, broad gauge tax for support of the 
medical school at Morgantown, and thus eliminate 
the discrimination against bottlers and treat them 
fairly and equitably as any other West Virginia 
citizen and manufacturer. 


Guthrie said he hoped the Legislature would pass 


Competition tough in your area? These Hires 
advantages cannot be overlooked. Let Hires tell you how 
Bottlematic Corp. Acquires 


Michael Yundt Co. 


E. C. Price, President of Price y Cia, Inc., has 
| 
announced its subsidiary, The Bottlematic Corpora- 


you can set a new sales record in 1954. Write to: 


Franchise Division 
The Charles E. Hires Co. 
206 South 24th Street, Philadelphia 3, Pa. 
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tion of Cincinnati, Ohio has acquired the bottling 
machinery assets excluding real estate, from the 
Michael Yundt Co. of Waukesha, Wis. 

The Michael Yundt Company, for thirty-five years, 
has been a leading manufacturer of quality bottle 
washers and allied equipment for the dairy, bever- 
age, and brewing industries of the United States 
and abroad. 

The Bottlematic Corporation is headed by Charles 
J. McHugh, Jr., President, formerly Works Manager 
and Director of Engineering of the Michael Yundt 
Company. Bottlematic is now establishing facilities 
in Cincinnati, Ohio to accommodate production, 
service and engineering which will be moved from 
Waukesha. 

In addition to the Yundt product line, Bottlematic 
has a new line of uncasers and casers which were 
shown for the first time at the International Brew- 
ery Exposition held in St. Louis in October, 1953. 


Dr. Pepper Shows 9.5% Sales 
Rise in 1953 


An increase of 9.5 per cent in sales and a 14 per 
cent boost in net earnings per share for 1953 were 
announced recently by the Dr. Pepper Company, 
Dallas, Texas. 

L. M. Green, president of the soft franchise com- 
pany, reported the firm had net earnings of 93 cents 
a share in 1953 compared with 82 cents the previous 
year. It was the highest net earnings figure reported 
by the company in the last five years. 

The company’s board of directors last week de- 
clared the 97th consecutive quarterly dividend, a 
15-cent disbursement on Dr. Pepper common stock. 
The dividend is payable Mar. 3 to stockholders of 
record Feb. 19. Mr. Green pointed out that the 
earnings per share had increased despite the fact 
that income taxes per share were 14 cents higher 
than in 1952. 

Gross profits in 1953 were $5,933,918 compared 
with $5,273,408 in the preceding year. Net income 
before income taxes was $1,412,700 as compared 
with $1,236,509 registered in 1952 

After income taxes, net earnings last year stood 
at $652,647 compared with $574,168 in 1952 

Mr. Green released these figures to point up the 


company’s growth: 


1953 1962 

Gross profit .........++++ +$0,9980,918.67 5,273,408.45 
Net income before 

OOM BAMOR is 600 kc oe ws 1,412,700.2 27 1,236,509.52 
Provisions for income taxes 760.053.24 662,340.55 
Net earnings after 

ee 652,647.03 574,168.97 
Depreciation charged to 

eee 682,940.84 547,184.46 
Earnings per share before 

SRA ee ee 2.01 1.76 
Income taxes per share.... 1.08 94 
Earnings per share 

SLOOP COMES onc vce Pia 93 82 
we eerie .98 .78 
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AIR BLAST SHAKE 








MILLER HYDRO 
Air Matic 


Clean Bottles deserve clean cases, and clean cases are important 


to good merchandising and higher profits. The Miller Hydro Air- 


Matic Case Cleaner delivers cases that are absolutely clean. Does 


not damage cases, paint or partitions. 


Take this step now toward 


speedier and more efficient production. 


WRITE FOR COMPLETE INFORMATION 


® Miller- 
* Miller 


MILLER HYDRO CO. 


Manufacturers of Miller Hydro Bottle Washers @ Miller Hydro 
Cease Packers ©@ Miller Hydro Bottle Conveyors 
Kendall Mixers ¢ Miller Hydro Inspection Lights 


LOS anGties 


SE PRESTMTATIVE 


Miller Hydro Air-Matic Case SN Ly WEST COAST sou seul HER CO. sam ynanciace 
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Complete 








ATLANTA 3, GEORGIA, 685 Peachtree St., N. E.—Phone: ELgin 4318 
CHICAGO 39, ILL., 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2509 West Pico Bivd.—Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St.—Phone: Illinois 8-6302 
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Remove present coin 
equipment from vendor. 


2 MODEL 6800 


Slide National's Model 
6800 into same mount- 
ing position. 





tion by fastening with 
only seven screws. 


...and your Ideal Milk a, ' 


and Beverage Dispenser is equipped 
with NATIONAL’S Mechanical Changer 


NEW CHANGER TAKES PENNIES, NICKELS, a sl 


ape an Ft 







DIMES AND QUARTERS 


Flexibility never before possible 


i Your Ideal Dispenser equipped with National’s 


Mechanical Changer gives you greater earning 
power with its ability to take coins from a penny to 
a quarter. Should a price change become necessary 
the Mechanical Changer may be easily adjusted to 
make 5¢, 6¢, 7¢, 10¢, 1l¢ and 12¢ sales. 


ONE MAN SIMPLIFIED INSTALLATION 
...-NO SPECIAL TOOLS OR SKILLS 


(in housing) 


Complete Kit 


$6985 


With liberal 
trade-in on your 
present equipment 





the installa- 


No extra parts are needed with this National Mechanical Coin 
Changer. Package comes complete with housing and instruc- 
tions. Any operator can make the change-over. 


Can be easily installed on location. 


NATIONAL <> REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15, Mo. 
Phone COlfax 1900 
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Vending Growth Cited by Economist 


Vending machines play a conspicuous role in mod- 
ern-day merchandising, and they will play increas- 
ingly important roles in the future, but they “are 
far from being mechanical go!4 mines,” Roger W. 
Babson, business analyst and economist declared 
recently in Chicago. 

The vender is “essentially a supplementary sales- 
man,” said Mr. Babson. Vending machines do well 
with low-cost items such as cigarettes, candy and 
soda, and are valuable in snacks and drinks where 
these products are not otherwise available, he stated. 

“These machines offer factories an ideal means 
of providing quick energy foods and drinks which 
keep both morale and production efficiency high,” 
he declared. 

“But these uses, while they assure further growth 
to the industry, do not constitute a golden road to 
riches.” He asserted that actually the average 
volume of sales from a machine is surprisingly low. 
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A Look at Statistics 

While factories, plants, office buildings, institu- 
tions, etc. are providing the main stimulant to the 
growth of vending machine business, the trend | 


toward this type of service has been intensified | 
through better promotion by manufacturers and the | 


good sales potential picture. Here is a good picture 
of expected sales for 1954: 


CUP BEVERAGE MARKET 


Volume Mach. in Operations 
1954 Estimated 2,260,000,000 50,200 
1953 Esttimated 1,935,000,000 44,745 


BOTTLE BEVERAGE MARKET 


Volume Mach. in Operations 
1954 Estimated 3,500,000,000 540,000 
1953 Estimated 3,475,000,000 538,000 


Cup-vending, according to recent surveys in the 
field, has been the growth sensation of the auto- 
matic vending machine business during the past 
several years. The potential continues to be excellent. 
Factories, plants and institutions represent some of 
the high volume points and are likely to come in 
for additional promotion in 1954. The bottle bever- 
age market, according to Mass Vending, has been 
tending to lose ground competitively, despite its 
lower relative cost of operation, and the prospect 
looks like this loss will continue through 1954. 

In the annual Census of the Vending Machine 
Industry compiled and published by Vend Maga- 
zine, the number of both bottle and cup type soft 
drink vending machines continues to show 
stantial increase. 

Slight differences in the 
the Vending Machine Industry Census as compared 
with the estimated figures submitted by Mass Vend- 


basic figures appear in 


ing Machine. 

The Census, 
there were 44,670 cup drink machines in use 
1954, with 38,475 a 


according to the report, disclosed that 
as of 
January 1, compared year 
earlier, 
530,600. 

The average cup drink vender made 820 


weekly for total annual sales of 1,904,728,800 drinks. 


This compared with average sales of 130 drinks | 


weekly for the bottle venders. The bottle vending 
machines dispensed a total of 3,818,400,000 drinks 
during 1953. 

Based on this survey, the placement of new bottle 
venders during 1953 1952 but the 
growth in bottle vending was proportionally less 
than the growth in cold cup equipment. There is 
every that the vended bev- 
erage market will continue to grow and maintain the 


ran ahead of 


indication, at this date, 


trend started eight years ago. 

Largest factor in determining the future growth 
of this industtry is the high cost of equipment on 
initial installations. Only outlets with substantital 
volume offer good profit possibilities and permit 
amortization of the original equipment cost. 
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and 565,000 bottle venders compared with | 


sales 
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VENDERS 


Simple, Trouble-free 
Operation 



























2 Models 


72 Bottle Rack and 72 
Bottle Pre-Cool 

















Capacity— 
27" wide x 32" long. 


ere 


106 Bottle Rack and 106 
Bottle Pre-Cool 
Capacity— 

27" wide x 42" long. 








SA rthraft’ Announces the ONE Complete Line of 
BOTTLE VENDERS AND OPEN COOLERS! 


*% BUILT BETTER Heavy gauge steel, all-welded, one-piece frame. Most coolers 
have no frame. Three-inch fibre glass insulation throughout. Pure virgin 
copper tank. Exclusive with Artkraft*. 


* LAST LONGER Continuous trouble-free service. 


forget them. A five-year warranty on the hermetically sealed, permanently 


oiled compressor costs you nothing. 


* LOWER OPERATING COST Five-sided refrigeration. Efficient wet or dry 


operation. Keeps drinks at just the right temperature. 


* MORE ATTRACTIVE Designed to make sales. Your color baked on 


ite" treated steel. 


* LOWEST PRICED Mass production permits unbeatably low prices. 


All models available to all bottlers. 


Pepsi-Cola bottlers with illuminated Trademark on the front. 
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MODEL 200-D 


(DESIGNATED FOR PEP FOR PEPSI-COLA BOTTLERS 
AS MODEL 200-PC) 12-CASE BEV-MASTER 
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You can install them and 
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MODEL 101-D 
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Sales Representatives 
Are Invited to Write for 
Proposition on 
Choice Open Territory 





SEND FOR FREE LITERATURE & PRICES 


USE COUPON NOW! 





* Trademark Reg. U.S. Pat. Off. 


6-CASE BEV-FOOD WITH 6% CU. FT. 


FOOD REFRIGERATOR 


U. FT. 
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1125 E. KIBBY STREET ° 
Please send literature and prices on Venders; 
Bev-Master; Bev-Food. 
NAME 
FIRM 
STREET 


CITY & STATE 





Artkhraft' MANUFACTURING COMPANY 


“Quality Products for Over 30 Years" 
LIMA, OHIO, U.S.A. 


Bev-Cooler; 
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Let’s Get Down 
| TO CASES , 
(t W | 











yor h >K jp no case 


\ | | ‘| Cut uncasing Time, Costs, Breakage with the 
LIQUID SPEED-SAFE '/2-DEPTH UNCASER 


Fast, sure action gently uncases up to 500 6 to 12 oz. bottles per minute. 
New simplified straight line conveyor hookup . . . no case booster required. 
Smooth-as-silk performance on either standard 1/-depth cases or 


“carry home carton” cases. And not a break, scratch or scuff in a carload! 


Let us show you how the Liquid Speed-Safe %-Depth Uncaser can solve 


your uncasing problems overnight. Just drop usa line for complete information. 


BS rr 
J lteittris, THE CARBONIC CORPORATION 


z= 
YF” 3100 SOUTH KEDZIE AVENUE * CHICAGO 23, ILLINOIS 


~~ 


General Manager of National Rejectors 
Finds Increase in European Vending 


Returning from his fifth European trip since the 
Second World War, F. C. Steffens, general man- 
ager of National Rejectors, Inc., St. Louis, Mo., ad- 
mitted that he was much impressed with the in- 
crease of vending activity in the countries he 
visited. 

Mr. Steffens has spent two months visiting Eng- 
land, Denmark, Holland, Germany and France 
studying the vending conditions in those countries. 
He reports that in the last year and a half, consid- 
erable progress has been made in all the countries, 
with Germany showing the greatest advancement. 
Many experiments in vending are being carried 
on but the vending of films and many different to- 
bacco products has been unusually successful. 

At present, American made phonograph equip- 
ment is being imported in big quantities but pro- 
duction in this field is now underway in Europe. 
This also applies to the vending of cold soft drinks 
which, up until a short time ago, was relatively 
unknown. At a recent food show in Germany, for- 
eign countries were bidding heavily for the German 
market realizing the tremendously fertile vending 
opportunities in that country. 

After his extensive survey, Mr. Steffens had this 
recommendation to make to Americans interested 
in foreign business. One of the most important 
things for American firms to consider is the dif- 
ferent economic conditions that prevail in foreign 
countries. He felt it is absolutely necessary that 
manufacturers study carefully the particular con- 
ditions of the countries in which they plan to do 
business before making suggestions and recommen- 
dations as to sales and distributions. 

National Rejectors, Inc., are manufacturers of 
coin changers, slug rejectors, and other coin 
handling equipment. They have world-wide distribu- 
tion with 6 branch offices throughout the United 
States and Canada. 


Artkraft Introduces 1954 Line 
of Venders 

Big capacity in small space is the theme for the 
new bottled soft drink vending machine recently 
announced by Artkraft Manufacturing Company, 
largest manufacturer of private brand refriger- 
ators. 

With the addition of venders to their line, Art- 
kraft becomes the first manufacturer to make avail- 
able to bottlers a full line of both open-type coolers 
and venders. 

Two model venders, each handling eight flavors, 
are to be offered initially one, Model V-72, that 
holds 72 bottles in the rack with space for 72 in 
the pre-cool compartment, and another, Model V-106, 
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future have tanks with pure virgin copper now that 
the copper restrictions have been lifted. Artkraft 
is the only manufacturer to offer this superior 
type of construction. 

The Artkraft line of open coolers includes the 








The Model V-106 holds 106 bottles in the rack and 106 in 
the pre-cool compartment. This model handles eight flavors 
and accents the “big capacity in small space” theme pro- 
moted by Artkraft Mfg. Co. 








that accommodates 106 bottles in rack and 106 in 
the pre-cool. The former unit measures only 27” 
by 32” long and the latter, 27” wide by 42” long. 
Simultaneously with the introduction of the 
venders, Morton L. Clark, President of Artkraft, 
also announced that all their coolers would in the 


An open view of Model V-72 which holds 72 bottles in 
the rack with space for 72 in the pre-cool compartment. 
Manufactured by Artkraft Mfg. Co., this unit, as all others 
in the Artkraft line for 1954, feature pure copper tanks 
for maximum durability. 
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there’s an AMERICAN PARTITION 
TO PACK FASTER, SAFER 
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Another New Cooler 
is born to 










4 Speed casing, cut 
labor costs, minimize 
breakage with Amer- 
ican pre-assembled, 
interlocking partitions. 
Volume production 
when you want if. 
















And ... it’s a sure-profit saleswinner 
for you ...a sales-effective customer 
service you can now provide con- 
veniently. Progress’ NEW SPECIAL 
EVENTS COOLER is easily handled 
by one man — light in weight. Legs 


3 “ ok me 


AMERICAN PARTITION C0- 
poem Beemer 


BOUND BROOK, N. J. CHICAGO, ILL. | 
MERCED, LOS ANGELES, SAN FRANCISCO, CALIF. 





are quickly removed and fit inside 
chest. 





Order your special events coolers Model No. 


today. Billing on orders received now 


will be dated April 10. 


WRITE FOR CIRCULAR NO. 454 


PROGRESS REFRIGERATOR CO. 


Louisville 1, Kentucky 
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SPECIAL EVENTS 
COOLER 


es profit in Progress! 





12-case Bev-Master; the 6-case Bev-Cooler; and the 
6-case Bev-Food, which also has a 6% cu. ft. food 
refrigerator space. 

All coolers have a heavy gauge steel, all-welded, 
one-piece frame and three-inch fibre glass insula- 
tion throughout. Five-sided refrigeration affords 
efficient wet or dry operation. A five-year warranty 
is extended on the hermetically sealed, permanently 
oiled compressor, without extra charge. 

Pepsi-Cola bottlers are offered coolers with their 
illuminated trademark on the front of the cooler. 

A new brochure recently issued is available with- 
out charge to bottlers interested in obtaining the 
latest information concerning vending equipment. 
Copies may be obtained by writing to the Artkraft 
Manufacturing Co., 1125 East Kirby Street, Lima, 
Ohio. 
































Pepsi Bottier, Studebaker Extol 
Vender Advantages 


The Pepsi-Cola Bottling Co. of South Bend credits 
cup venders with providing a substantial plus out- 
let for sales in industrial locations. Manager Gene 
Palmer in a recent statement indicated that cup 
machines in the local automotive plant of the Stude- 
baker Corporation were doing an excellent job for 
his company, moving as high as 1,000 gallons of 
syrup a month. 

Simplified housekeeping problems are another 


CAPACITY: 


5 Cases 12-0z. Bottles 
or 7 Cases 6-o0z. Bottles. 


OVERALL 
DIMENSIONS 


Length 38” 
Width 1734," 
Height 3454” 
Inside Depth 1614” 
Weight 65 lbs. 
Each in shipping carton. 


183 Patent Pending 


BEVERAGE COOLERS 
PORTABLE COOLERS... WATER COOLER. 









| advantage of the cup equipment. Pointing up this 
aspect, is Studebaker’s safety director. Mr. Ben 
Hill, who voiced his unqualified approval of the 
Pepsi-Cola installation. 

Mr. Palmer also cited the importance of the tie-in 
between on the premises sales through cup units 
and the take-home market. In effect, by having 
Pepsi-Cola available at all times to the large num- 
ber of employees at the Studebaker plant, the South 
Bend bottler is accomplishing an effective paid 
sampling job. 

“The affect of this sampling,” says Mr. Palmer, 
“is reflected strongly in the bottle sales which have 
been increasing steadily since the company placed 
cup machines in industrial plants in the South Bend 





Enjoy Coke...ice cold 


area.” 
This vending experiment with cups has proved 
beyond a reasonable doubt the direct relationship ‘ 


between the bottle and syrup sales, according to 
Mr. Palmer. Even the repeat advertising at no 
actual cost can be considered a free premium. 

Pepsi-Cola’s experience with cup equipment dates 
back nearly four years to 1950. The company’s 
present enthusiasm for cup vending was built up 
over many months of successful and profitable oper- 
ation. 

When the cup venders were originally installed, 
they replaced, in part, a refreshment cart service 
which the auto firm decided to eliminate. Initially, 
Pepsi-Cola placed 10 cup machines in the machine 
shop area and later, at the request of management, 
installed venders throughout the entire plant. This 
is an exclusive Pepsi-Cola installation. 


Mh 


Industrial Vending is the Key 

The rising importance of mass vending in fac- 
tories, offices, institutions, etc. is further accented 
when it is realized that 60,000,000-plus workers 
of the country are employed at their machines, their 
desks and their stations and cannot make purchases 
in the regular channels of merchsdise procure- 
ment, the retail store. 





|| lil 


This, in effect, is a “captive market” according 


to the Mass Vending Magazine and opens wonder- | 


ful opportunities in vending cigars, cigarettes, . 
candy, coffee, sandwiches, soft drinks and dozens 
of other products. The availability of vending ma- : 
chines 24 hours a day, 7 days a week, permits ‘ 
the tapping of potential customers who otherwise . 
would not have been served, thus enlarging the 
market. ‘ 

y 
More Vending Units a 


A recent survey made public in Chicago indi- 
cates that the number of ice cream vending ma- 
chines in use increased from 16,075 in 1952 to 
22,045 in 1953. The average ice cream vendor sold 
228 ice cream novelties each week. 


aA 
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COPYRIGHT, THE COCA-COLA COMPANY 





“COKE” i6 A REGISTERED TRADE-MARK 
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Ideal Dispenser Sales Manager 
Cites Growth of Beverage Vending 


In accepting the appointment as General Sales 
Manager of the Ideal Dispenser Co., Bloomington, 
Ill., manufacturers of vending equipment, Mr. T. G. 
Thompson indicated that he expects to spend a con- 
siderable amount of his time calling on customers. 





T. G. THOMPSON 





“As a leading manufacturer of beverage venders, "he 
said, “it is our responsibility to provide our cus- 
tomers with the best possible vending equipment, 
service and information needed by them to operate 
profitably with their vending programs.” 

Mr. Thompson believes that the growth of bever- 


SS BoTTreR 





The NON -FRANCHISED 
bottler who has been “‘skat- 
ing on thin ice,” finds the 

going SAFE, when he signs up with SUN 
SPOT. This fact, so widely known in he 
industry, proves our plan is correct. A 
SUN SPOT Franchise can quickly make 
you the dominant orange bottler in your 
area. Write for samples and details today. 


SUN SPOT COMPANY OF AMERICA 


Home Office: 1500 RIDGELY ST., BALTO. 30, MD. 
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age vending has been one of the significant market- 
ing developments in the post war era. Much of the 
growth of the bottling industry in that period, he 
believes, has been due to the fact that the public 
can now buy beverages in hundreds of thousands 
of new places through venders. “The trend to ven- 
ders,” he added, “is strong and may be expected to 
have an even greater effect on beverage sales in 
the future.” 


S. and S. Products Expands 
Plant Facilities 


The S. and S. Products, Inc., Lima, Ohio, manu- 
facturers of Quikold electric beverage coolers, has 
recently completed an expansion program planned 
to make their plant one of the most modern and 
largest of its kind in the country. 


Devoted exclusively to the manufacture of bever- 
age coolers, the company expansion program was 
started to meet the ever-increasing demand for their 
modern coolers, which are currently backed by more 
than twenty-seven years of cooler manufacturing 
experience. 


The new production and development facilities 
will permit prompt deliveries of any units in the 
Quikold line of coolers, according to Burrell Bid- 
dinger, Sales Manager of S. and S. Products, Inc. 








QuiKold 


ELECTRIC AND ICEe e\ 


— 


MODEL 
1400-WD 
ELECTRIC 











More than 76,000 square feet of manufacturing area are 
‘now available in the new expansion program recently 
completed by S. and S. Products, Inc. Large window areas 
assure adequate ventilation and light for all production 
operations. 





Announce Winner of Artkraft 
Booth Prize 

The Artkraft Manufacturing Co., Lima, Ohio, 
has announced that Mrs. Harry England, Gulf 
Bottlers, Inc., New Orleans, La., was the win- 
ner of the Universal air conditioner unit offered 
as a prize to those who registered at the Artkraft 
booth at the A.B.C.B. Convention held last No- 
vember. 


Cooler. 


WILL INCREASE SALES 
FOR YOU! 














S'S. Products. Inc. § 


a Every day—every month—for over a quarter of a century... 







ee QUIKOLD coolers have increased sales of bottled drinks! Invit- 
ait ae ing appearance, easy accessibility, just right cooling for 
t ax ES | thirst satisfaction offered by QUIKOLD units build steady sales 
FZ a volume for both retailers and drink bottlers. Why not put 
LLB QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


It pays to offer your outlets the 
very best—the pioneer, proven 

















QUIKOLD line that’s engineered MAIL COUPON NOW FOR jj} 
=, right—priced right. COMPLETE DETAILS! |} 

Choice of many { 

a”) macerte ice and bag ong please send complete information l 

‘< — and prices on all QUIKOLD models. i 
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ADDRESS 

city STATE ; 
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when speed really counts... wan nn nena nn nnn nn nena nnn nnn 


Speakers at New Mexico Convention 
discuss sources of trouble:—bad pub- 
licity, obsolete production techniques, 
improper training of employees, weak 
| advertising programs... 


| 














| “7 usex's nothing wrong with the bottling business 
that some level-headed thinking cannot correct— 
that was the pattern of the advice handed to the 
bottlers attending the 20th annual convention of the 
New Mexico Bottlers of Carbonated Beverages, 
meeting in Albuquerque, January 28 and 29th. Sixty 
bottlers and over forty supplymen were represented 

















at the convention which was keynoted by a spirit 
of close cooperation and enlivened by some hard- 


hitting advice from the speaker’s platform. 
H. L. Corwin, A.B.C.B. board member, led the 
attack on the dental campaign against soft drinks. 
, “Some people have the idea that if a food or drink 
— tastes good—and that means sweet—then that food 


or drink is bad for health. They are playing on the 


parents’ natural concern for their children’s well- 

e being. This campaign is fostered by a few people 
ive you , 

| who ought to know better and a few others who 


have selfish reasons of their own,” he said. 


L © N G c nm FA 5 T a R 4 U N gq “The dental profession cannot prove that sugar 
yA starts decay,” Mr. Corwin said citing the scientific 


| studies conducted under the sponsorship of A.B.C.B. 
| 
| 




















Today CCS Crowns are made for better-than-ever performance on high speed “Oar je Se intorm the public of the true tars. 
As was said at the recent national convention, people 


bottling lines. They feed smooth and fast. You get fewer stops, more cases per day are down on what they ain’t up on.” 


| 
... and at lower cost per case. | He praised the “sugar story’ now being carried 
| SPEAKERS 










bottling line and make your own comparisons. Repeated tests 
show they rank first in sealing efficiency, dependability and 


all-around performance. Again in 1953, as in every previous 





year, more CCS Crowns were used than any other kind. 








If you haven’t used the new CCS Crowns, we invite you to run them on your 
se —— Crown Cork & Seal Company, Inc., 
FADD AP AAAS ae 


ie a Baltimore 3, Md. Originators and 
Vin meee: Mitad , § Zt New Sewtce 
Nig K—_——} 











World’s Largest Makers Ask your Crown Representative dhs 
| about the advantages of >» ae, \ 
: Pm 
of Crown Corks. PALLETIZED | 
SHIPMENTS “Unexplored Profit Leaks” was the topic selected by 


Fred Meiner, Bruce Dodson Co., Kansas City. 











At right: H. L. Corwin, Member of the Board of Direc- 
tors, A.B.C.B. explained “Associations Today” in his 
brief, provocative talk. 


Plants at: BALTIMORE « ST. LOUIS + DETROIT + SAN FRANCISCO «+ LOS ANGELES «+ BIRMINGHAM (Leeds, Ala.) - ready for 1954 season 
Branch Warehouses Throughout the Nation 
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Profit Leaks 
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A view of the conventioneers dining in the Hilton 
Ballroom at the Hilton Hotel in Albuquerque during 
the 20th Annual Convention of the New Mexico Bot- 
tlers of Carbonated Beverages. Mickey Minces acted 
as master of ceremonies. 








in national advertisements, but urged the local bot- 
tlers to carry the campaign to their own communi- 
ties. He picked up an Albuquerque paper and read 
a dental health article as an example of the threats 
bottlers face. 


Mr. Corwin, who is president of the Pepsi-Cola 
Bottling Co. of Vancouver, Wash., stressed the value 
of state and national associations and told how his 
state group had headed off a tax on soft drinks “that 
would have amounted to confiscation and ruin of 


our industry.” 


Lee Price of the Coca-Cola Co., Atlanta, Ga., also 
urged the bottlers to pay careful attention to current 
attacks on soft drinks and pointed out that school 
systems in many cities were banning them from 


their cafeterias. 


Turning to production problems the convention 
heard Joe Hale of the Nehi Corp., Columbus, Ga., 
outline recent developments and improvements in 
bottling plant design and operation. Mr. Hale, who 
is president of the Society of Soft Drink Technolo- 
gists, discussed advances in bottle washing, mate- 
rial handling, pallet adaptation, and building design. 

“In the light of these changes, every bottling 
plant owner ought to re-evaluate his apparatus,” 
he said. 

He urged the bottlers to take full advantage of 
the technical assistance offered by equipment manu- 
facturers and franchise laboratories. 

Fred Meiner of Bruce Dodson Co., Kansas City, 


Mo., stressed plant safety programs as an answer 
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YOUR OWN PORTABLE REFRIGERATOR 
MADE TO YOUR SPECIFICATIONS 


For year around sales here’s a salesman that is 
tops! KampKold Portable Refrigerators, made 
to order with your brand name stamped, em- 
bossed or applied with decals, sell for you con- 
stantly. 

It pays to pick KampKold for quality con- 
struction that matches that of the finest home 
refrigerator. Made by American Gas Machine 
Co., noted for fine craftsmanship in metal since 
1896. 58 years of experience is your assurance of 
quality. KampKold’s finer features make it easier 
to demonstrate, easier to use, easier to sell! 


Your choice of 6 models in steel and 4 models in alumi- 


num — Models for every need in every price range. 
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FINER FEATURES 


EXCLUSIVE 










5. For maximo 
tor- age of fish, 


FOR MORE SALES 


@ Color Schemed to Your Specifications 
@ Fiberglas Insulation 

@ Vacuum-type Construetion 

@ All Aluminum Interior 

@ Strong Steel Exterior 


@ Recessed Drain Plug Will Not Get Bent or 
Broken 

@ Exclusive "Cam Lock” Handles with Bottle 
Opener Built In 


List of national soft drink bottlers and breweries 
presently using KampKold available on request. 


WRITE TODAY FOR COMPLETE 
INFORMATION AND PRICES 


AMERICAN GAS MACHINE CO. 


Division of Queen Stove Works 


ALBERT LEA, MINNESOTA 
















DrPepper Launches 
New Record-Breaking 
Advertising Campaign 








FOUR STRAIGHT YEARS 
of DrPepper 


More People Are Enjoying 
Dr. Pepper Than Ever Before! 





One reason for Dr. Pepper’s growth is our 
consistently strong advertising and merchandising 
programs. Now—in 1954—Dr. Pepper begins an- 
other record-breaking year—combining millions of 
impressions on radio, television, magazines, news- q 
papers and other media to further increase the number 

of Dr. Pepper customers in every Dr. Pepper market 

throughout the country. 
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to “Unexplored Profit Leaks.” He said accidents 
cause the following losses: 


bs 
. 


Man-hours lost by injured employes. 

2. Cost of repairing or replacing damaged 
equipment. 

3. Increased cost of insurance. 

4. Loss of business due to failure to make 
deliveries on time. 

5. Loss of goodwill through unfavorable pub- 
licity. 

Mr. Meiner urged the bottlers to select employes 
carefully. “Some men are accident prone. Make sure 
you don’t hire an accident. A man may tell you 
he worked for a bottler in another city. It will pay 
you to find out why he left that other bottler.” 

Once selected, personnel should be trained to work 
in safety, he said. The boss should supervise his 
staff’s working habits, and accidents—when they 
happen—should be carefully analyzed. 

“And when a safety expert comes to your plant 
to help you with a program, don’t think you can 
turn the job over to him and go and play golf. A 
program is no good unless the boss is in it himself.” 

Clifton E. Woodcock of the Albuquerque account- 
ing firm of Linder, Burk and Stephenson, stressed 
frequent and realistic analyses of bottlers’ costs. 

“Make a careful distinction between variable and 
fixed costs,” he said. “If you raise your price and 
sales are reduced, your variable costs will come 
down, but your fixed costs may eat up all the gains 
in your price rise. You have to know your own cost 
situation. Don’t watch Joe down the street for a 
guide to your pricing.” 

Ben Wells, vice president of the Seven-Up Co., 
St. Louis, made some telling sales points with his 
usual dramatic antics. 

“A salesman,” he said, “is one who sells goods 
that won’t come back . .. to customers who will.” 

An impromptu talk was given by Smoke Ballew 
of Smoke Ballew Associates, Dalles, Tex. in his talk, 
Mr. Ballew stressed more effort in sales promotion. 

“Our sales percentage—compared to the national 
income—lagged in 1948 and 1949 because we didn’t 
put out as much advertising. Since ther we have 
increased our efforts and business is at an all-time 
high,” Ballew said. 

An entertainment highlight of the convention was 
the annual banquet attended by 175 persons. Mickey 
Minces of the Nehi-Royal Crown Cola Bottling Co. 
of Albuquerque presided at an auction which earned 
$386.50 for the March of Dimes. A featured guest 
was Leo Carrillo, movie and television star who was 
brought to Albuquerque by the Neni bottler to aid 
the polio fund-raising drive. 

At the close of the convention, retiring President 
Marshall commended the members who had approved 


the elimination of the usual panel discussion on 
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JOE HALE BEN WELLS 


Top left: “Production 
and Its Problems” al- 
ways a fascinating sub- 
ject. provided the mate- 
rial for Joe Hale, Nehi 
Corp. 


Top right: Ben Wells, 
Seven-Up, St. Louis, cov- 
ered the interesting sub- 
ject of “Warm Hearts 
and Cool Heads” in his 
talk before the New 
Mexico bottlers. 






















LEE PRICE 


Right: Lee Price, Coca-Cola Co., Atlanta, explained 
the problems of “Merchandising and Advertising” to 
the bottlers. 


| 
prices, deposits, and other competitive practices. He 
a 
said that these topics were not a statewide matter | 
and that they are best handled on a community 


° . $ ' 
basis in informal discussions between the bottlers 100Ke and on ° Ft C i * to yo rself! 


involved. Marshall promised to aid the new officers 





during the coming year. 


Dino Rosso of the Canada Dry Bottling Co. of | i This ti lee ea: 
New Mexico, Albuquerque, was elected president for | 
1954. He previously served two terms as secretary- nt j eee j to 5 x SPE TAK 
treasurer. Assisting him will be Jay Rountree of — ginc -ot an my - 

Dr. Pepper, Santa Fe, vice president; E. A. Otto of 
pany 


; : ; and 
Coca-Cola Bottling Co., Albuquerque, secretary- | ae an Bottling Com 
treasurer ; and two new directors, Durwood O. Jones | OT. — Geo rgia 

eo . bas 1 sw , 
of Seven-Up, Roswell, and Lindsey White of Coca- Brun 


Cola Bottling Co., Raton. 





Holdover directors are: Jay Rountree of Santa 

Fe, Sam Link of Coca-Cola Bottling Co., Deming; 

Ed Andrews of Coca-Cola, Las Cruces; and M. S. 
Dickinson of Coca-Cola, Tucumcari. 

Retiring president is John C. Marshall of Seven- 





Up Bottling Co., Albuquerque, and retiring directors THE DIVERSEY CORPORATION, Dept. NB 2-54 


1820 Roscoe Street, Chicago 13, Illinois 
Please send proof that | can get sparkling clean bottles, with fewer 
rejects and eliminate scale problems by switching to SPEC-TAK. 


are Louie A. Cure of Dr. Pepper, Tucumcari, and 4% 
J. A. Hart of Coca-Cola, Santa Fe. : Pp . 





Re-elected president and secretary of The Coyotes, YOUR NAME 


(supplier group) were A. H. Cooper and James W. Caniibisiiie ‘enna 


THE DIVERSEY CORPORATION 
1820 Roscoe St., Chicago 13, Ill. 


In Canada: The Diversey Corporation (Canada) Ltd. 
Lakeshore Road, Port Credit, Ontario 


Cooper, a father and son team representing Crown 
Cork & Seal Co. 


ADDRESS 


CITY STATE 
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You can 


feel why... 


this crown reduces 
friction in chutes. 





Sound easy? Well, it’s just that simple. You don’t have to be an engineer, 
and you don't need a lab full of test equipment to see what sets this crown 
apart from all others. 

When you feel its underside, you find it’s perfectly smooth. Now mix it 
with a group of crowns. Without looking, pick out the one with the smooth 
underside. You'll find you'll pick the Armstrong Crown—every time! 

That underside is the side that rides against your crowner chutes as the 
crowns flow down to the crowner head. And it’s the side that would be 
wearing and causing dust if it had a burr. It’s easy to see why this simple 
but all-important difference gives smoother, faster feeding. Armstrong Cork 
Company, Glass and Closure Division, 5502 Coral Street, Lancaster, Penna. 


Armstrong's Hi-Speed Crowns 


Western Representative 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 





NEWS PIX... 


TAKE AWAY THAT COFFEE CUP 


Leave it to the ladies to find an answer to the rising price 
of coffee. These delegates to the New Mexico Bottlers of 
Carbonated Beverages convention think the answer is... 
a soft drink. Shown rejecting the high-priced beverage is 
Mrs. Tom Elmore of Clovis (left) and her companion, Mrs. 
Ray Hackworth of Denton, Texas. Their husbands are with 
the Pepsi-Cola and Seven-Up Bottling Co. of Clovis. 
(Photo courtesy The Albuquerque Journal) 


AGAIN NATIONAL 7-UP SALES CHAMPIONS 
Left to right: John P. McCann, vice president, Sidney P. 


Mudd, executive vice-president, John M. Ieyce, Jr., presi- 
dent, William S. Parilla and John J. York, vice-presidents. 
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ARIZONA 


C. T. Ferguson, who heads the Dr. 
Pepper Bottling Co., at Tucson, has 
been meeting with outstanding success 
in introducing the business-building 
12-bottle carton in his territory. Much 
sampling was carried on with the pro- 
motion, along with the presentation 
of a large advertising balloon with 
the sale of each carton . . . The White 
Rock Bottling Co. of Arizona, with 
headquarters and plant at Phoenix, re- 
cently placed a new warehouse in com- 
mission at 872 S. Plummer St., Tuc- 
son, replacing a smaller one in opera- 








SOUTHERN BOTTLERS, INC. SIGN 
NESBITT’S FRANCHISE 


Southern Bottlers, Inc. of Mobile, Ala. are 
now bottling and distributing Nesbitt’s in 
the Mobile area, according to John T. 
Hunsaker, Vice President of Nesbitt’s. Pic- 
tured here signing his Nesbitt’s franchise is 
W. D. Harrigan, President of Southern Bot- 
tlers. He is flanked by R. L. Trail, Nesbitt's 
District Supervisor (left), and W. A. Saw- 
yer, Plant Manager for Southern Bottlers, 
Inc. 
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briefs 


tion several years. The new building 
also houses a sizeable sales office, as 
a large territory is covered, the 
branch being in charge of M. Miller. 
This branch structure has been de- 
signed with the idea of converting it 
into a bottling plant when conditions 
warrant the change. The concern bot- 
tles both White Rock and Dad’s bev- 
erages and distributes them through- 
out the entire State. 


ARKANSAS 


A $60,000 construction job is under 
way at the Coca-Cola bottling plant 
located on Jefferson Street, S. W. A 
new storehouse will be built replacing 
the old one. The building formerly 
there has been torn down and the 





ground leveled in preparation for the 
120 by 110 foot new red brick build- 
ing which is to be constructed. This 
is a remodeling program, Mr. Reeves 
pointed out. The old building being 
replaced with a new modern structure 
which will permit more storage space. 


Fifty continuous years of bottling 
Coca-Cola were marked by the Coca- 
Cola Bottling Company of Arkansas 
at its Christmas party staged in the 
Skyway of Little Rock’s Hotel Lafay- 
ette. Organized in 1903, the company 
was taken over by the late T. H. Bel- 
lingrath, Sr., in 1910. His son Carl 
N. Bellingrath, is now the president. 


Around 300 employees, wives, and 
guests were served a delicious turkey 
dinner prior to the program which 
was built around the anniversary 
theme. J. C. Fuller, company auditor, 
was master of ceremonies, and Carl 
N. Bellingrath, Jr., presented a brief 
history of the company, including the 
fact that Newport was the first branch 
plant acquired by his grandfather and 
has been in continuous operation since 
1916. 

E. J. Forio of Atlanta, Vice Presi- 
dent of the Coca-Cola Company, was 
the featured speaker. Having served 
the company in various capacities for 
34 years, his message was both in- 
formative and inspirational as he 
cited statistics to show the growth of 
this unique American industry. 

The managers of the branch plants 
at Searcy, Batesville, Brinkley, Mor- 
rilton, Harrison and Newport, and the 
Little Rock sales manager awarded 
service pins to their employees for 
time ranging up to 35 years. 


CALIFORNIA 

Steady increases in sales volume 
have forced the Canada Dry Bottling 
Co. of San Bernardino, Cal., to begin 
construction of a large warehouse ad- 
dition which will more than double 
the plant area under roof, general 
manager, Harold V. Berger has an- 
nounced. 

The 12,000 square foot addition will 
be of stucco construction and will ter- 
minate in a 26-foot overhand for pro- 
tected loading of trucks and trans- 
ports. In addition, a ground area 90 
by 130 feet is being paved for extra 
loading and parking space, with the 
entire area surrounded by a chain link 
fence. Both the new construction and 
the existing building will be equipped 
with a new sprinkler system, Mr. Ber- 
ger said. Completion of the work will 
give the Canada Dry plant a total of 
19,000 square feet under roof, plus 
more than 11,000 square feet of paved 
ground. 

* 

Arrowhead and Puritas Waters Inc. 
has been purchased from Pacific Pub- 
lic Service Company by an Employees 
Trust of the Rheem Manufacturing 
Company. The water company an- 
nounced the election of H. W. Druehl 





Atlas 


VARIETEE 
Junior 





The SPACE SAVER 
Vends 5 Flavors 


Where space is tight, the Atlas VARIE- 
TEE Junior is the answer! Occupies less 
than 51/, feet of floor space and vends 
five flavors from the same delivery port. 
Customer sees the full selection before 
making choice. Stainless steel lid! Na- 
tional Rejectors, Inc. coin mechanisms 
and changers to meet your market . 

under National's coast-to-coast service 
plan. (Same combinations as offered for 
Atlas VARIETEE Senior.) Some models 
can be set for any and all sales prices, 
and easily converted for price changes. 


The vendor value of the year! 


CAPACITY: 


60 six-ounce' bottles in 
vending rack. 


80 six-ounce bottles in 
pre-cool. 


Write Now 


FOR SPECIFICATIONS 
and PRICES 


ATLAS METAL WORKS 


VENDOR DIV., P.O. Box 5208 
DALLAS, TEXAS 














to the office of president and R. S. 
Suttle vice president. 

Other new officers are H. E. Hall, 
secretary, and E. C. Bruce, treas- 
urer. The new board of directors of 
Arrowhead and Puritas Waters is 
comprised of the following Rheem of- 
ficialsk—W. S. Rheem II, president; 
W. E. Zander, senior vice president; 
and J. M. Greenwood, vice president 
and treasurer—along with the newly- 
elected officers. 


* * * 


All the pomp and festive spirit that 
goes with a 30th anniversary cele- 
bration was very much in evidence 
when the Coca-Cola Bottling Corp. of 
Bakersfield, held its annual Christmas 
party to honor Mrs. Sam Lynn on 
completing her 30th year as a bottler 
of Coca-Cola. Fifty employees and 
their wives were present to receive 
their bonus checks and service pins. 

The annual merchandising award 
trophy was presented to Roy Albright 
by Fred Roberts, merchandising man- 
ager, for being the outstanding sales- 


man of the year. Second and third 
place winners were Hugh Mason and 
Henry Rodriguez, respectively. John 
Stuteville, production manager, pre- 
sented Mrs. Lynn with the two hun- 
dred millionth bottle of Coca-Cola bot- 
tled by the company. 
* * * 

The two day dedication ceremonies 
of Cantrell & Cochrane Corp.’s new 
west coast plant, which manufactures 
Super Soft Drinks in cap-top cans, 
opened with a luncheon given by 
President Walter S. Mark in honor of 
Gov. Goodwin J. Knight and Gen. 
James A. Van Fleet. Mr. Mack was 
President of Pepsi-Cola and when he 
left that organization he purchased 
Cantrell and Cochrane expressly to 
give the public Super Soft Drinks in 
cap-top cans. 

Just before the luncheon Mr. Mack 
appointed the W. B. Massie Broker- 
age Co. to handle Super Soft Drinks 
in cap-top cans for the Southern Cali- 
fornia territory. The new C. & C. west 
coast plant opened officially on Dec. 
18 and will supply the 11 western 
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states, Hawaii, and the Philippines. 
The new plant at 5555 E. Slauson Ave. 
is the second in the rapidly expand- 
ing chain. The first plant which has 
been in operation for three months 
in Englewood, New Jersey, has al- 
ready sold 50 million Super Soft 
Drinks. 
* * * 

A formal statement of ownership 
has been filed by the principals of 
Nesbitt’s Bottling Co., 428 W. Market 
St., Salinas. These are Vito B. Alioto, 
Joe Aliotti, William A. Carnazzo, 
Frank P. Cusenza, Charles A. Cuva, 
Sal A. Varralio and Guido A. and 
Bert E. Davi ...I1. H. Schroeder, at 
one time a bottler in Kansas City, Mo., 
has joined the Sparkling Life Co., Los 
Angeles, as manager of the franchise 
department ... Mr. and Mrs. John R. 
Sousa, Berkeley, have announced the 
engagement of their daughter, Pa- 
tricia Ann, and Bruce R. Wood, of 
Sacramento. Mr. Sousa heads the Par- 
T-Pak Beverage Co. of Oakland and 
San Francisco, and also has bottling 
interests in Seattle, Wash. . . . Work 


@ A superior product, 
smartly advertised and 

promoted, means assured 
volume and profits for 
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has been launched at San Diego on a 
new plant building for the Nehi Bot- 
tling Co. 


*% * * 

It took 32 years, but the Victory 
Soda Works, Stockton’s oldest bot- 
tling company, still under the same 
management and operated now as the 
Pepsi-Cola Bottling Co. and the Echo 
Distributing Co., has completed its 
move from a 600 square foot base- 
ment to a modern plant of 13,000 
square feet. Both companies are still 
headed by a father and son team, A. 
Orsolini and Charles B. Orsolini.. . 
H. C. Maginn took over the presidency 
of Blair Holding Corporation in San 
Francisco, declaring that other top 
officers will continue in their present 
positions. The holding company’s in- 
terests include stock ownership in 
Lucky Stores, Inc. and Pepsi-Cola Bot- 
tling Company of Los Angeles. 


COLORADO 
Grapette Bottling Company, Den- 
ver, recently installed a new Miller 
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DYERSBURG, TENN. BOTTLER INSTALLS 
LARGE METAL SIGNS 


R. B. Evans, plant manager of The Double- 
Cola Bottling Co. of Dyersburg, is shown 
inspecting one of the new large 8’ x 10’ 
Double-Cola metal signs, erected through- 
out the territory to replace painted wall 
signs. These new large metal signs are 
easy to wash and keep clean and present 
a fresh appearance for years, compared to 
a painted wall which must be repainted 
every six months or once a year. 





Hydro bottle washer . . . Open house 
was held on Dec. 20 by the Pepsi- 
Cola Co., Colorado Springs, at its new 
plant at 3605 Stone St., with visitors 
being taken on tours of the building 
between 9 a.m. and 5 p.m. daily. The 
new plant, into which the company 
moved recently is 100 by 120 feet in 
area and has 16 and 20-foot ceilings. 
The plant incorporates the latest in 
production methods for the product, 
which uses city water which is treated 
to remove all impurities and taste, 
and syrups which are mixed in sani- 
tary stainless steel tanks. The water 


is cooled and carbonated before it 
goes to the bottling machine. 


Automatic stainless steel pumps and 
gravity feed lines transfer the syrup 
from the tanks to the device which 
measures the amount of syrup needed 
for each bottle as it moves thru a 
conveyor from the bottle washer. 


Pepsi-Cola maintains a complete 
repair shop for maintenance of coolers, 
vending machines, bottling machinery, 
trucks and other equipment in this 
new plant. 

Pepsi-Cola began bottling opera- 
tions in Colorado Springs in the win- 
ter of 1937 in a small plant in the 
Pikes Peak Mineral Water Co. quar- 
ters at 1132 W. Kiowa St. In the 
spring of 1941, the plant moved to 
115 W. Colorado, where more than 
10,000 square feet of floor space was 
available. Addition of new and larger 
machinery and the addition of other 
franchises, of which Dad’s Old Fash- 
ioned Root Beer is a major item, ne- 
cessitated larger quarters, resulting 
in construction of the new building. 

General manager of Pepsi-Cola here 
is R. E. Lane. Laura Walton is book- 
keeper and office manager; Ted Young, 
route supervisor; Lloyd Carr, main- 
tenance and repair supervisor; Rob- 
ert Fitzgerald, cooling and vending 
service and repair supervisor; Ray 








WHISTLE-VESS BOTTLER USES “LUCKY NEW YEAR” HORSESHOES 
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To welcome in the past New Year, Fred Feger of the Whistle-Vess Bottling Co., Joplin, 
Mo., used a unique card for his dealers and many friends. He obtained a large supply 
of horseshoes and attached a decorative card wishing everyone a “Lucky New Year”. 
Mr. Feger loaded the horseshoes on the platform of one of his trucks and distributed 
the cards personally to custemers throughout the city. 
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Bradley, Newell Ridge, Lester Van 
Druff and Dalton Carr, production em- 
ployees, and Dick Cone, Archie Mc- 
Coy, Wilford Weintz, Robert Eshe and 
Jack Peacock, route salesmen. 


FLORIDA 


Coca-Cola Bottling Co., St. Peters- 


burg, just completed making the en- 
tire backend of their plant completely 
automatic with the installation of a 
Miller Hydro Air-Matic Decaser and 
Unscrambler, Miller Hydro Air-Matic 
Case Cleaner and Miller Hydro Model 
J. Automatic Case and Carton Packer. 
* * * 

Purchase of the White Rock Bot- 
tling Co. of Miami by Harold D. 
Greenwald, Jr. and associates, was 
announced by Alfred Y. Morgan, presi- 
dent of the White Rock Corporation. 

Born in New York City in 1919, Mr. 
Greenwald is a graduate of Brown 
University, Class of 1941. Following 
four and one-half years in the U. 8S. 
Army where he received his discharge 
as a major, Mr. Greenwald spent the 
following seven vears with Interstate 
Hosiery Mills. Together with his wife 
and four children he has established 
permanent residence in Miami. 

An intensive advertising, merchan- 
dising and promotion campaign for 
the coming year is now being formu- 
lated by Harry Greenwald and Elling- 
ton & Company, New York advertis- 
ing agency which handles the White 
Rock account. 


GEORGIA 


The employees, wives and guests of 
the Coca-Cola Bottling Companies of 
West Point and LaGrange gathered 
at the Highland Country Club in La- 
Grange on Dec. 21 night to enjoy a 
two-fold celebration. It was their an- 
nual Christmas festival combined with 
the employees’ celebration of the 50th 
anniversary of two organizations. 

The guest speaker for the occasion 
was Harrison Jones, retired execu- 
tive of the Coca-Cola Company. Mr. 
Jones retired from the company on 
June 1, 1952, 


years, and as chairman of its Board 


after serving for 32 


of Directors for ten years. 
Mr. Cobb awarded Robert Hodnett 
a gold watch, a service pin and a 
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check in appreciation of 25 years of 
service in the LaGrange Coca-Cola 
Bottling Company. In Mr. Cobb’s ex- 
pressions of appreciation he said: “We 
not only appreciate your loyal service 
to the company, but also the fine fam- 
ily you and Mrs. Hodnett have as well 
as your service to the community.” 


Other awards were made to Audrey 
L. Gullatt of the Coca-Cola Bottling 
Company of West for 15 years of 
service, and to Lester Weldon for 10 
years of service in West Point. Two 
employees of the LaGrange Coca-Cola 
Bottling Company, Mrs. Rosalind E. 
Carter and E. H. Baker, Jr., received 
awards for 10 years of service. 

Jack Page, salesman for the Double- 
Cola Bottling Co. of LaGrange, has 
been on the job continuously for the 
past eighteen years, losing only five 
days during these years of service. 
He works a city route.and has figures 
to show that sixty per cent of his 
original customers are still in busi- 
ness, most of them still at the same 
location when he started serving them. 
Jack can be proud of this wonderful 
service record. 


IDAHO 


The Seven-Up Bottling Co., Boise, 
formerly operated by Arlie Johnson, 
is now under the ownership of Ralph 
Davis and P. F. Brooks. 








A NEW BIRELEY’S FRANCHISE 
FOR ROCKLAND, MAINE 


Mrs. Bernice P. Havener, owner, her son 
Albert, who is general manager (left) and 
Bireley’s Eastern District Manager, Jim 
Mathews are shown gathered at the sign- 
ing of the Bireley’s franchise for the Rock- 
land, Maine area. The company name for 
this operation will be Havener's Bottling 
Works. 
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ILLINOIS 


Manhattan Royal Crown Corp., 
Chicago, announced the resignation of 
Frank P. Catania. Mr. Catania has 
been with the company for 16 years 
and has served in various capacities, 
from routeman to vice president. The 
resignation becomes effective March 
15, 1954. No reason is given for the 
action. 


INDIANA 


Pepsi-Cola Bottling Co., Brookville, 
has installed a new Girton washer to 
work with Burns Filler with one man 
return feed. 


KENTUCKY 


At a cost of $50,000 the Pepsi-Cola 
Co., Louisville, will build an addition 
to its bottling works at 1515 S. Brook. 
Inman Construction Co. has the con- 
tract to build the two-story concrete 
and steel addition ... Mr. H. D. Er- 
win has purchased the interest of his 
associate Mr. McNeilly in the Double- 
Cola Bottling Co. of Mayfield. He is 
now the sole owner of this plant. 


LOUISIANA 


Zetz Seven-Up Bottling Co., Inc., 
New Orleans, has purchased over 337,- 
000 square feet of downtown property 
to more than double its present size. 
The company bought land and im- 
provements, listed at $750,000, at 1401 
Montegut from Mente & Co., bag man- 
facturer. The purchase includes a 
series of brick and metal buildings 
950 feet long in addition to a two- 
story, air-conditioned office building. 
The bottling firm will at first occupy 
100,000 square feet of the property’s 
total floor space of 141,000 square 
feet. 

William G. Zetzmann, chairman of 
the board for the company, said equip- 
ment is being moved into the new lo- 
cation and that full operation will be 
in effect by the middle of January. 

New equipment including a com- 
plete bottling unit will provide an 
eight-hour capacity of 12,000 cases and 
the plant’s employee force will in- 
crease 20 per cent he added. 

Robert L. Crager of Waguespack- 
Pratt Company represented both par- 
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(953 GANQUET 
HOTEL SHERATON 
SOVIRT BEVERAGE Co. of BYFFALO 


ANNUAL BANQUET HELD BY BUFFALO SQUIRT BOTTLER 


In keeping with past years, Milton Bonn, Buffalo Squirt bottler, again held his company’s 
annual banquet for employees. The 1953 event was held at the Hotel Sheraton in Buffalo 
and had an attendance of over sixty members of the bottler’s organization and their 


families. 











ties in the transaction. He said nego- 
tiations are under way to sell the bot- 
tling company’s present location at 
1024 N. Rampart. 

With a front of more than 1100 
feet, the property is serviced by two 
switch tracks and is bounded by Press, 
Urquhart, Feliciana and N. Clair- 
borne. Zetzmann said the buildings 
are undergoing complete interior re- 
modeling. The company which bottles 
four beverage, started here in 1934 
at the N. Rampart location. William 
G. Zetzmann, Jr. is president. 


MICHIGAN 


Carroll Beverage Company, Bay 
City, recently put into operation a 
new Miller Hydro Bottle Washer. 

The Pauls Bottling Co. of Caspian, 
has recently installed one of the latest 
Model G. Burns Filler units and ex- 
pects a substantial increase in pro- 
duction. 


MINNESOTA 


Pepsi-Cola Bottling Company, St. 
Paul, just completed installation of a 
new Model J Miller Hydro Automatic 
Case and Carton Packer. 


NORTH CAROLINA 

The Coca-Cola Bottling Co., Char- 
lotte, honored 41 employees with safety 
certificates and pins in the 17th an- 
nual Safety Awards presentation at 
the plant. 


Making the presentations were Po- 
lice Chief Frank N. Littlejohn and 
Police Capt. Lloyd Henkel. The 41 
men had a total of 168 years of safe 
driving. Awards go to all eligible em- 
ployees who must drive vehicles in 
their line of work with the plant. The 
accident reduction rate at the plant in 
1953 was 25 per cent under 1952. Saf- 
ety awards are made on continuous 
years of safe driving, with an acci- 
dent washing away previous years 
compiled. Accidents both within and 
without the plant are counted toward 
the record. 


The employees who receive the. 








? Face? 


OKLAHOMA CITY JOINS DAD’S FAMILY 


From left to right, W. W. Wyant, Divisional 
Merchandising Manager for Dad's, C. 
Powell, new Oklahoma City Dad's bottler, 
and Edward Klich, Divisional Sales Man- 
ager for the Dad’s Parent Company look on 
as the franchise is signed by Mr. Powell 
for the Oklahoma City, Oklahoma area. 
Mr. Powell has entered an eight-cent dis- 
count coupon campaign with some of the 
larger chains and independent stores in the 
area in an effort to perform some basic 
sampling of the product to more and more 
consumers. 





National Bottlers’ Gazette 











rj 


















awards are given a safety card cer- 
tificate which can be carried in the 
billfold for the first year. Each addi- 
tional year brings a certificate with 
a pin. At intervals of five years 
framed certificates are awarded the 
men. 


Seven-Up Bottling Co. of Raleigh, 
capitalized at $250,000, has obtained 
a certificate of incorporation from 
the Secretary of State to sell, trade, 
bottle, manufacture and distribute 
drinks and beverages. Lloyd W. and 
Lillian B. Brown, both of Durham, and 
Marshall J. Brandon of Raleigh, were 
listed as the incorporators. 


OKLAHOMA 


Dr. Pepper Bottling Company, Ok- 
lahoma City, has just moved into their 
beautiful new bottling plant and have 
installed a new Miller Hydro Automa- 
tic Case and Carton Packer and Miller 
Hydro Type F Full Bottle Inspection 
System. 


OREGON 

The Pepsi-Cola Bottling Co., Kla- 
math Falls, has been granted a Jic- 
Jac franchise for this immediate ter- 
ritory ... D. C. Alexander has been 
made manager of the Portland plant 
of the Coca-Cola Bottling Co., follow- 
ing an extended term of service... 

* * * 

New equipment is being installed in 
the Eugene plant of the Willamette 
Beverage Co., Eugene, as the result 
of the securing of a franchise to bottle 
Canada Dry in the distributing ter- 
ritory covered. Nesbitt Orange and 
Pepsi-Cola will be bottled as former- 
ly. 
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PENNSYLVANIA 


Harry H. Thomas, president of the 
Pepsi-Cola Bottling Company of Read- 
ing and a former president of the East 
Orange (N. J.) Savings Investment 
and Trust Company died Jan. 20 at 
his home. His age was 70. 


SOUTH CAROLINA 


Joseph M. Dorsey has become asso- 
ciated with Seven-Up Bottling Co., 
Charleston, as sales manager. For ten 
years previously, Mr. Dorsey has been 
connected with the Tipton interests, 
most recently as manager of the Seven- 
Up plant at Newport News, Va. 


TENNESSEE - 


A Model G Burns Filler with a one- 
man return feed and a Girton Washer 
were recently installed by the Nesbitt 
Bottling Co. of Morristown. 

* * 

Thieves got $1,500 in a safe rob- 
bery at the Clarksville Coca-Cola Bot- 
tling Co., North Second St. This 
marks the third time in three years 
the plant has been burglarized, said 
Harold Hirsch, but this is the smallest 
amount taken by intruders. The plant 
is owned jointly by Hirsch and for- 
merly Major William Kleeman. 


TEXAS 


Some fifty-three boys and girls re- 
ceived awards for outstanding achieve- 
ments at the 4-H Achievement Din- 
ner sponsored by the Coca-Cola Bot- 
tling Co. of Paris . . . Raymond J. 
Moxham of New Castle, Delaware, 
was the winner of the ten silver dol- 








HASTINGS, NEBRASKA, HIRES FRANCHISE SIGNED 


The Charles E. Hires Company recently completed negotiations through Ben Stock, District 
Representative of the company, with Wilford S. Hlavaty, to operate as the Hires Bottling 
Company in the Hastings, Nebraska area. Mr. Stock is shown to the left of Mr. Hlavaty. 
who has expressed definite plans of coordinating many Hires promotions throughout the 
territory and will establish point-of-purchase advertising at all outlets. 





lar Coca-Cola prize for the month of 
December at Laughlin AFB. James T. 
Roots, President of the Coca-Cola 
Bottling Co. of Del Rio, offered the 
bottle vended 
on the Air Base with the most distant 
city from Del Rio stamped on the bot- 
tom of the bottle. Airman Moxham’s 
bottle was from Seattle, Washington, 
a distance of 1,749 air miles from Del 
Rio. 


prize for the “Coke” 


VIRGINIA 
Robert Rogers of Hickory was 
mugged and robbed of $291 as he 
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walked down the street in Norfolk. 
Rogers works for the Old Dominion 
Beverage Co. and the monies stolen 
was the property of the company. 
Construction is expected to start 
soon on a business building to house 
a new enterprise for Narrows—a 
Pepsi-Cola bottling plant. H. T. Hone- 
cutt, manager of the Princeton, W. Va. 
Pepsi-Cola Bottling Company, has 





purchased two acres here as a site for 
the local plant. A corporation will be 
formed to operate the new business. 
It is being financed by a New York 
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EVERETT, WASHINGTON BOTTLER 
USES LIQUID SUGAR 


Alex E. Kick, owner of the Everett Bottling 
Co. of Everett, Washington, is shown super- 
vising the installation of liquid sugar tanks 
prior to the conversion of his plant to the 
use of liquid sugar. 





concern. Thirty persons will be em- 
ployed at the start of bottling opera- 
tions. 


WASHINGTON 


Miscellaneous loot, including only 
about $2.50 in change, was taken in 
a burglary of the office of the Coca- 
Cola Bottling Co., Inc., 1600 12th St., 
Bremerton. 

Police said that entry was made by 
breaking a rear window. Desks were 
ransacked, and the money was taken 
from a drawer. Some slugs and for- 
eign coins taken from dispensing ma- 
chines also were stolen, as was one 


case of Coca-Cola and 12 miniature 
Coke bottle cigaret lighters. 


WEST VIRGINIA 

The local Pepsi-Cola bottling plant 
at Glenwood Park will split its oper- 
ation at Princeton. A plant will be 
established at Alderson serving Mon- 
roe, Summers, Greenbrier and Poca- 
hontas counties. The Glenwood plant 





OOUBLE 
COLA 


*S. 


NEW DOUBLE-COLA BOTTLER IN 
WHEELING, WEST VIRGINIA 


Charles Milan, President of the Stratford 
Springs Corp., Wheeling, believes in riding 
truck and closely supervising all sales ac- 
tivities. He has just started bottling 
Double-Cola and is operating in two coun- 
ties in West Virginia and three counties in 
Ohioe. Mr. Milan also acts as manager of 
the company and is active in all phases of 
management and production. 








b ENN Crowns 


SPECIAL 
or STOCK 





SPOT 
oF 


REGULAR 
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For more than 20 years a reliable 
source of supply for precision- 
made... handsomely 
lithographed —— 
CROWNS for the manufacture 
bottling industry. Screw caps 


from 18mm 


to 89mm. 

CORK & CLOSURES, INC. 

1155 Manhattan Ave., Brooklyn 22, N. Y. 
EVergreen 9-4416 





~ buperfined for 
~~ better blending 
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As up to date as tomorrow's newspaper. . 
new Decal Sign AD-visor. It’s the biggest, most complete book 
for the field of Point of Sale decal signs that we've ever assem- 
bled... and we want you to have a copy with Meyercord’s com- 
pliments. The AD-visor is packed with dozens of new uses and 
new ideas for permanent Point of Sale decal signs with hun- 
dreds of illustrations in full color. Across the colorful pages of 
this new book you'll see how the nation’s leading national and 
regional advertisers are using Meyercord Decal Signs to pro- 
mote famous brand names, product reproductions, trademarks 
) and sales producing messages. Here are plenty of potent ideas 
on how you may stimulate sales at the dealer level through the 
use of long life, durable, eye catching, easy-to-apply Meyercord 
Decal Signs. Your copy is waiting for you... 
write for it on your company letterhead today! 


THE MEYERCORD CO 
World Lergest ‘LDocabcomaniia Manufacturers 


will serve Mercer, the coal fields of 
West Virginia, and adjoining Vir- 
ginia counties. Both will have offices 
at Glenwood. 

* *% * 

Charters were taken out Tuesday 
at Charleston with the secretary of 
state for two plants as follows: Pepsi- 
Cola Bottling Co. of Alderson, Inc., 
will have its chief works in the town 
of Alderson in Summers county. It 
was capitalized at $10,000 by H. P. 
Hunnicutt, Irvin W. Bird and James 
H. Sarver, all of Princeton. 

* * * 

Pepsi-Cola Bottling Company of 
Princeton, Inc., is to have its chief 
works in Mercer county’s Beaver 
Point district. It was capitalized at 
$50,000. Incorporators were Hunni- 
cutt, Sarver and Ira M. Smith of 
Princeton. 

%* * 

A scoreboard to show respective 
standings of high schools in Hunt- 
ington and Cabell County in connec- 
tion with a driver safety contest spon- 
sored by Mayor Thompson’s traffic ad- 
visory committee was erected yester- 
day outside City Hall. Each school 


Meyercord’s | 
idea Book 
on Point 
of Sale 


DECAL 
SIGNS 


Yours FREE... write for 
"your copy today... 





BIRELEY’S SIGNS FRANCHISE 
FOR CORPUS CHRISTI 


Arnold De Clark is shown (center) after 
signing a Bireley’s franchise for Corpus 
Christi, Texas. He is being congratulated 
by Bireley’s Marketing Manager Herb 
Ward, as Ed Bowen (right), Bireley’s Sales 
Manager looks on. De Clark and his part- 
ner, Don Deiss, will use the new syrup 
throw method of bottling Bireley’s. 





will receive extra credit for the free- 
dom from accidents of its students 
who drive cars. The Huntington Coca- 
Cola Bottling Co. donated the sign. 
The Junior Chamber of Commerce is 
co-sponsoring the contest. 





MORE DRINK SALES 


. that’s Meyercord’s 


it's FREE... 


DEPT. P-209 “ae 
5323 W. LAKE ST. ON 
CHICAGO 44, ILL. 





MORE PROFITS 
MORE DISPLAYS 


™ FRONTIER RACKS 


oe) Sa -) +) e100) 1 ae ele Wile). | 


Send for our complete catalog 


FRONTIER MANUFACTURING CO. 


BOX 7346 


DALLAS. TEXAS 
e “4 
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BEVERAGE PRICES 
BY STATES 


(Continued from Page 36) 


_ INDIANA | a 
Cities 6-8 oz. 10-12 oz. Quarts eee 







































































Evansville .80- 96 96 1.25-1.60 : Medel DI 
Terre Haute ‘80- .96 80-96  1.20-1.60 Other models up to S000 UPS, 
Gary .96-1.10 .96-1.10  1.20-1.40 
Joie : eae ELECTRONIC COUNTER 
IOWA 
Cities 6-8 oz. 10-12 oz. Quarts 
: ‘ Model D2144 
sare City ee yee yer Double Decitron with 12 place tubes, 
ubuque 80-1. 80-1. 20-1. . ‘ 
Cedar Rapids 30-96 "30-1.20 1.40-1.85 counts gross lots as one unit on totalizer. 
Des Moines .96-1.20 96-2.40  1.45-1.85 
Davenport 80-1.20 1.20-2.40  1.30-1.85 
Council Bluffs .80-— .96 .80-— .96 1.10-1.85 
Burlington 80 80- 96  1.10-1.40 
Waterloo .96-1.20 1.20 1.60-1.85 
on Model P2 
Cities 6-8 oz. 10-12 oz. Quarts Counts in any desired total 1-100, 
Other models 1-1,000,000 
Topeka 96 .96-1.00 
Wichita 80 80 1.25-1.60 
KENTUCKY 
Model P4W 
Cities 6-8 oz. 10-12 oz. Quarts Desired counts by units 1-10,000 
and wired-in warning system, 
Covington 96 
Louisville .80-1.12 96 
i ee -70- ro = New, highly perfected Decitron elec- 
exin on ° e ° . 
aieaak 80 96 tronic counters cover every counting 
en a a need ... from pills to case lots — in 
sporo e e . . 
con any quantity — at amazing speeds (up 
to 6000 units per second.) 
LOUISIANA Preset counters afford desired total 
Cities 6-8 oz. 10-120z. Quarts counts i.e. dozens, fiftys, gross lots, ete. 
Amite 83-1.00 83-1.00 Lineal footage counters totalize pro- 
onan ty yey duction of paper, cloth, ete. Warning 
Jennings 83-1.00 831.00 systems and other circuits can be ener- 
New Orleans -78— 81/2 .811/2-.82 i “ej ; 
ieconaiies ty ‘on tan gized by these counters if desired. 
Bogalusa 1.00 1.00 Write today — we want your count- 
ipoaqux . e . 
Lockport 96 96 ing problem. 
Grand Isle 96 .96 
Lafayette 1,00 1.00 
Monroe 85 85 f 
Minden 1.00 85 
New Iberia 1.00 1.00 
ELECTRONIC PRODUCTS DIVISION 
MAINE POST MACHINERY COMPANY 
Cities 6-8 oz. 10-12 oz. Quarts Beverly, Massachusetts 
Auburn 80- .90 80- .96 1.90-2.65 .. p 
Bangor .90-1.10 1.10-1.20 1.20-1.80 
Lewiston 80- .90 80- .96 1.90-2.65 
Portland 1.00-1.60 
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How Many of the 
Big 6 
Franchises 
do YOU own? 


It’s Smart To Own One Or More — 
And You’re Missing A Good Bet If 
You Don’t Own A DAD'S Franchise 
















IF YOU'RE A DAD’S BOTTLER, count your blessings: 
You’re in great company .. . have recognition... 
command a firm market price and enjoy con- 
tinued growth due to established consumer ac- 
ceptance ... supported by a parent organization 
that cares about you . . . backed by advertising 
that sells, merchandising that moves, constant 
sales programming that counts—in 


dollars and cents. 


IF YOU'RE NOT A DAD’S BOTTLER, you’re 
missing one of the proudest, most secure 
and profitable opportunities for com- 
pany improvement you’ve ever known. 
Better look 


right now. 


into a Dad’s franchise 


DAD’S ROOT BEER COMPANY 
2800 N.Talman Avenue Chicago 18, Illinois 
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Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury . 


Cumberland . 


Silver Springs 


Cities 





Boston ... 5 
Fall River 
New Bedford 
Taunton 
Springfield 
Worcester 


Cities 





Marquette 
Bay City 
Grand Rapids 
Saginaw 

Flint 

Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Minneapolis 
Duluth 

St. Paul 
Rochester 
Winona . 
Red Wing 
Detroit Lakes 
Austin .. 
Moorhead 
Owatonna 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Jefferson City 
Springfield 
Joplin 

Poplar Blutis 




















MARYLAND 
6-8 oz. 10-12 oz. Quarts 
.80- .96 80- .96 1.00-1.60 
. 80- .96 80 1.20 
. wo 80-— .96 1.20 
. 80- .96 80- .96 1.20 
.. #80- .96 -86- .96 
. 80- .96 -80- .96 1.20-1.40 
MASSACHUSETTS 
6-8 oz. 10-12 oz. Quarts 
-70— .96 80-1.20- 1.00-1.60 
. .70- .96 .80-1.20 1.00-1.60 
-70— .96 -80-1.20 1.00-1.60 
-70— .96 -80-1.20 1.00-1.60 
-72-1.12 .80-2.08 1.25—1.60 
.65- .96 -65-1.20 .80-1.80 
MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50-1.80 
.90-1.12 1.10-1.25 1.44-1.60 
-90-1.00 1.25 1.35-1.90 
-90-1.00 1.10-1.25 1.44-1.60 
-90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 -96-1.25 1.25-1.60 
-96-1.00 1.10-1.25 1.20-1.85 
.96-1.12 1.10-1.25 1.45-1.60 
.90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
6-8 oz. 10-12 oz. Quarts 
.96-1.20 .96-1.20 1.20—2.20 
96-1.20 1.00-2.05 1.35-2.00 
.96-1.20 
1.20 1.35 
1.20 1.35 
1.20 1.20 
1.20 1.40 
.96-1.20 1.35 1.65 
1.20 1.40 
1.20 
MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
80 80 80 
80 80 80 
.80 80 80 
80 .80 80 
80 80 .80 
96 .96 96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80-1.00 
.80- .96 -96-1.10 
.90-1.20 .96-1.10 .90-2.00 
96 96 
85-~1.0 -90-1.10 
80 .80- .96 
.80- .96 .80- .96 
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Cities 





Great Falls 
Helena ..... 
Missoula 
Anaconda 
Butte 
Billings 
Havre 
Kalispell 


Cities 





North Platte 
Grand Island 
Omaha 
Lincoln 
Scottsbluff 
Norfolk 
Columbus 
Fremont 


Cities 





Reno 
Carson City 
Las Vegas 


Cities 





Keene 
Claremont 
Rochester 
Manchester 


Cities 





Perth Amboy 
Paterson 
Passaic 
Newark 
Jersey City 
Trenton 
Camden 


Cities 





Santa Fe 
Albuquerque 
Roswell 
Hobbs 
Carlsbad 


Cities 





Albany 
Hudson 

Troy 
Schenectady 
Syracuse 
Binghamton 
Amsterdam 
New York City 
Niagara Falls 
Buffalo 

Olean 
Jamestown 
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MONTANA 





10-12 oz. Quarts | 























6-8 oz. 
1.20 
1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
-80-1.20 -80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.80 
NEBRASKA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20 
1.20 1.20 
80 96 
1.20 1.20 
1.30 1.30 
1.20 1.40 
1.20 1.40 
80 80 
NEVADA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.35 1.80 
1.30 1.30-1.35 1.80 
1.35 1.35 1.80 
NEW HAMPSHIRE 
6-8 oz. 10-12 oz. Quarts 
1.20 
1.40 1.20-1.40 
.80- .96 96 1.20-1.60 
.65- .96 -96-1.20 80-1.60 
NEW JERSEY 
6-8 oz. 10-12 oz. Quarts 
96 1.20 1.60 
-70- .90 .90-1.00 1.00-1.25 
-70- .90 .90-1.00 1.00-1.25 
-75— .96 1.10-1.20 1.00-1.44 
.60- .95 1.00-1.15 1.00-1.35 
.95-1.05 1.00-1.20 1.35-1.50 
-75-1.20 .90-1.20 1.00-1.60 
NEW MEXICO 
6-8 oz. 10-12 oz. Quarts 
.80- .90 .80- .96 1.45-1.60 
.80 .80- .96 1.45-1.60 
-80-1.00 .80-1.20 1.60 
80-1.20 .80-1.00 1.60 
.80-1.00 .90-1.20 1.60 
NEW YORK 
6-8 oz. 10-12 oz. Quarts 
96 .96-1.20 1.30-1.80 
96 1.30-1.80 
96 1.30-1.80 
96 .96-1.20 1.30-1.80 
96 1.30-1.80 
96 1.30-1.80 
96 .96-1.20 1.30-1.80 
.96-1.20 .96-1.20 1.20-1.80 
96 1.40 
.96 1.20 1.45 
.90 -96—1.20 1.40 
96 1.20 1.40 


| 


| 


When youre planning for 
the future-dont overlook 
~ Cem Built-in 


Expansion 


y 





CEM 


FILLERS 


4-20 @ 6-28 e Super Cem 50 


CROWN CORK & SEAL COMPANY, INC. 
Machine Sales Division e Baltimore 3, Maryland 


Bottlers the world over have invested in nearly 2000 CEM FILLERS . . . 










COSsts during th 





c 
ase by g eavi 


y 4 man hours e 
Te of the machine 


such approval must be earned 








mM 


You can put Cem right to work with your 
present equipment and minimum cooling. Then, 
when you're ready to step up production, simply 
increase refrigeration. There’s no need to buy anew 
filler in a year or two. Just select the proper 
washing, water treating, cooling, mixing and other 
equipment to operate with your Cem Filler. 























CAN YOU AFFORD 
NOT TO HAVE A B-1 FRANCHISE 





@ What Are Lemon-Lime Sales in Your Territory Today ? ? ? 

@ What Do You Think of the Potential Two, Three, Five Years From Now ??? 

@ Where Will This Increased Business Come from ? ? ? 

@ What Franchise Would Best Equip You to Get A Substantial Share of This 
Business ? ? ? 


YOUR TERRITORY MAY BE OPEN, FOR DETAILS WRITE, WIRE, PHONE 


B-1 BEVERAGE CO. 2301 HAMPTON AVE. ST. LOUIS, MO.—Phone: Mission 1860 











LYNN SELF-CLEANING STONE FILTER 
with Double Piltering Surfaces 


HE Lynn Stone Filter employing 
T a two-surface filtering stone 
exceptionally high 
quality of filtered water _ a 
relatively fast flow. It is equipped 
eaning mechanism which 
of the filter 
It 


OF CO, cosT 


GAVE uP TO 60% 






























The Only Water 

Filter That Uses Both 

The Inside And Outside 

Surfaces Of The Filter- 
‘ ing Stone For Filtering 


provides an 





with a cl 
cleans both surfaces 
stone quickly and thoroughly. 
capacities 





USE DRY ICE CONVERTERS 


is made in four sizes: 
65 to 350 gallons per hour. 


Ask for catalog on the Lynn 


‘Filter, also on the rapid flow type 
Bowden Single Valve Quartz and 
Minchaor Filters manufactured by 


Hygeio. 










Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 
ation, no operating costs. Use full-sized 50-Ib 
cakes of dry ice or liquid CO,. Work equally well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 





Sectional View, No. 5 Lynn 
Self-Cleaning Stone Filter 








Write for complete details, prices 


DRY ICE CONVERTER 
CORPORATION 


Dept. C., Box 1652, Tulsa, Okla. 


ORY ICE 
CONVERTER CORP. 


TULSA. OKLAHOMA 
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Cities 


Asheville _.. 
Charlotte .... 

Greensboro . 
Raleigh 
Wilmington . 
Winston-Salem 





Cities 





Minot 
Grand Forks 
Bismarck . 
Fargo ...... 
Jamestown . 
Devils Lake 


Cities 





Toledo 
Lorain 
Cleveland 
Akron . 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton 
Cincinnati 


Cities 





Bartlesville 
Tulsa 
Oklahoma City 
Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


Cities 





Astoria* 
Portland 
Salem* 
Eugene 
Roseburg 
Klamath Falls 
Grants Pass 
Medford 
Coos Bay 


NORTH CAROLINA 


























* Except Coke at .90. 


Cities 





Allentown 
Harrisburg 
Johnstown 
Philadelphia 
Pittsburgh 
Reading 
Scranton 
Wilkes-Barre 








6-8 oz. 10-12 oz. Quarts 
. 80- .96 80- .96 1.20-1.60 
80- .96 -80-— .96 
80 .80- .96 1.60 
. 80- .96 -80-2.08 1.20--1.60 
80 -80-1.60 1.50-1.65 
80 -80- .96 1.60 
NORTH DAKOTA 
6-8 oz. 10-12 oz. Quarts 
-96-1.20 1.20 1.70-1.85 
1.20 
.96-1.20 -96-1.10 1.60-1.75 
-96-1.20 -96-1.40 1.60-1.90 
.90- .96 1.25-1.75 
1.20 1.20 1.80 
OHIO 
6-8 oz. 10-12 oz. Quarts 
.65- .96 -80-1.10 1.30-1.65 
96 1.45-1.60 
80-1.12 -96—1.20 1.20-1.60 
.80- .96 -96-1.20 1.10-1.45 
96 1.20 1.45 
80- .96 -80-1.12 1.10-1.50 
.80- .96 -96-1.20 
.80-1.12 -96-1.12 -90-1.60 
80- .96 -80-1.14 1.40-1.60 
80-1.12 -96-1.12 1.25—1.60 
.96-1.12 .96-1.12 1.36-2.00 
OKLAHOMA 
6-8 oz. 10-12 oz. Quarts 
.80 .80 
80- .96 .80- .96 
.80-1.00 .80-1.20 
96 96 
.80- .96 .80- .96 
.80 80 
80 80 
96 96 
OREGON 
6-8 oz. 10-12 oz. Quarts 
1.50 1.50 2.00 
9C- .96 96 1.25-1.75 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.30 1.30 1.80 
1.30 1.30 1.80 
1.30 1.30 1.80 
PENNSYLVANIA 
6-8 oz. 10-12 oz. Quarts 
-70- .96 1.12 1.00-1.45 
.80-1.00 1.00-1.12 1.40-1.60 
.96-1.12 1.12 1.50 
-75-1.12 .80-1.56 .90-1.65 
-65-1.20 -90-1.40 1,00-2.00 
.96-1.12 1.12-1.20 1,45-1.60 
-55- .96 -90-1.96 1.25-1.60 
-70-1.00 -90-1.10 1.00-1.45 
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ore GASE PROFIT :.. «:.- 


why I bottle KIST"' 







. that's 


"With the price situation what it is today, 
I'm mighty glad I have a KIST franchise. 
The KIST plan is tailor-made for present 
conditions in my market. Their complete 
line of flavors and strengths -—— made 


right, 


priced right, and promoted right, 
makes my selling job easier. 


Citrus is 


always ready with personal advice on 
production and selling problems. If you're 
looking for a flavor line with healthy, 


steady sales and profits, 
KIST franchise." 


look into a 


Ghoti 


Write for details, samples, territories 


Citrus Products Company, I] E. Hubbard St., Chicago 11, lill. 


Or, phone us collect wherever you are— 


Whitehall 4-5470 


Says John Kollar, Kist Bottling Co., Inc. Cleveland, O, 





ror LABEL 


IS YOUR BEST SALESMAN ! 





Be sure it performs these important 


GAMSE — beverage 


label specialists—will 
be glad to make up 


specimen sketches — 


or show you exam- 
ples of successful 
selling labels. 





RHODE ISLAND 
Cities 6-8 oz. 10-12 oz. Quarts 
Providence . 60- .96 .80-1.12 -90-1.60 
ee r f rising costs 
Cities 6-8 oz. 10-12 oz. Quarts ac e O L S 
Charleston ........ un +96-1.20 96-1.20 2.04-2.40 
Columbic ... .. -80-1.20 .96-1.20 2.04-2.40 
Florence .. .. 991-1.25 1.01 2.04 
Greenville . ue ©06-1.20 -96-1.20 
Spartanburg . nan 96 
SOUTH DAKOTA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sioux Falls 96 -96-1.20 
Aberdeen . 90-1.00 1.20 
Rapid City 1.30 1.40 
Pierre -90-1.00 1.10-1.20 
Watertown 96 1.10-1.20 
Poni om franchise in bottling today 
TENNESSEE ae = 
(aa 
Cities 6-8 oz 10-12 oz. Quarts I 1 OR 
Nashville 80 | 
Johnson City 80 W 5 pe sth 
Knoxville 80 hist, 
Jackson 80 if \ 
Memphis 80 > Kistg 
Chattanooga .96 | 
TEXAS | ‘ 
| 
Cities 6-8 oz 10-12 oz. Quarts 
Amarillo 85-95 95 | 
Wichita Falls .80 80 
Fort Worth .80 80 
Dallas . 80 80 1.65 
Ranger . 96 96 
San Angelo 90 90 1.30 
Waco 80 80 
Austin 80 80 oa 
Del Rio 80 80 cost Pato 
El Paso 80-96 96 1.20 geuse 
San Antonio .80- .90 80 1.40 oe 
Beaumont 96 96 1.85 co 
Houston 80-1.00 80-1.00 ane ss et 
Port Arthur 96 96 puction « a5 
Eagle Pass .96 .96 — 
Laredo .... .96 96 . 
Alpin 1.20 1.20 
Monchans 96 96 
Abilene 96 96 
Lubbock 80 .80 SS 
UTAH ae 
Cities 6-8 oz. 10-12 oz. Quarts 
Ogden* 1.00-1.40 1,00-1.40 1.60-1.80 
Logan* .80-1.10 .80-1.10 1.55-1.80 
Salt Lake City* yay .80-1.10 1.55-1.80 
Provo 80-1. .80-1.20 1.55—2.00 
Richfield .80-1.40 80-1.40  1.55-2.00 **Tt all started the day we installed 
batenneed ati that Alvey-Ferguson Conveying Equipment.”? 
prenane s &. r-—— For Engineered Conveying Systems ——4 
i | 
VERMONT i THE ALVEY-FERGUSON COMPANY ; 
i Since 1901 r 
Cities 6-8 oz. 10-12 oz. Quarts i 675 Disney Street CINCINNATI 9 OHIO 4 
a ‘neice! Citi 
Burlington Pe eT, BES 
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functions for you:—_ 


ATTRACT THE SHOPPER 
° IDENTIFY YOUR BRAND 
¢ INDICATE THE FLAVOR 


¢ CREATE A FAVORABLE 
SALES IMPRESSION 


Lithographing Co., Inc 


419 E. LOMBARD ST. 





BALTIMORE 2, MARYLAND 
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VIRGINIA 






































Cities 6-8 oz. 10-12 oz. Quarts 
Alexandria 80 96 
Danville . 80 80 
Petersburg _... 80 80 
Richmond ee #00— .96 .80- .96 1.00-1.60 
Roanoke ee ee 96 1.25-1.60 
“FIRE POLISHED” WASHINGTON 
Cities 6-8 oz. 10-12 oz. Quarts 
Yakima -96-1.40 .96-1.40 1.68-2.00 
WEST VIRGINIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Bluefield 96 96 -85-1.00 
Charleston .80- .96 .96 1.20-1.60 
Huntington -76-1.70 1.45-2.00 
Clarksburg 1.20 1.20 
Parkersburg 96 96 
WISCONSIN 
Kenosha 1.00-1.40 1.40-1.60 1.40-1.65 
LaCrosse .96-1.00 1.10-1.25 1.25 
Madison .96—1.20 .96-1.20 1.00-1.60 
Milwaukee .90-1.20 .90-1.20 1.10-1.65 
Oshkosh .90-1.20 1.00-1.10 1.25-1.40 
Sheboygan .95-1.20 1.10-1.40 1.35-1.50 
Green Bay 1.05-1.20 1.25-1.40 1.40-1.60 
WYOMING 
Cities 6-8 oz. 10-12 oz. Quarts 
Cheyenne 1.20 1.20-1.30 1.60-2.00 
Laramie 1.20 1.20-1.30 1.60-2.00 
Rawlins 1.20 1.20-1.30 1.60-2.00 
Torrington 1.20 1.20-1.30 1.60-2.00 
Wheatland 1.20 1.20-1.30 1.60-2.00 
Casper .90-1.20 1.20—1.30 





CANADA DRY’S TV “ANNIE OAKLEY” A BIG SUCCESS 





WWMYyp 
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“Annie Oakley,” Canada Dry’s new TV show, was in- 
creased from an alternate week to a weekly basis on 


SIDEWALLS 

Dumont’s New York station, WABD, immediately after the 
“resounding success of the first telecast.” W. S. Brown, 
left. Vice President in charge of advertising is shown after 
signing the new contract with Perry B. Frank Jr., Dumont 
account executive. Gail Davis as Annie appears in a life- 
size cardboard display in center, standing guard over the 
proceedings. 





SOLID BASE 
& WALL 
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Addressing the opening of the Colorado Bottlers 
of Carbonated Beverages 34th Annual Convention 
in the Brown Palace Hotel, Denver, James A. Good- 
ing, President, reported increases in soft drink sales 
due in large measure to the increase in newspaper 
advertising and better merchandising methods used 
by the bottlers. 

A rousing speech was given by Ben H. Wells, 
Vice-President and Director of Sales and Advertis- 
ing, Seven-Up Co., St. Louis, Mo. on his subject 
“Warm Hearts and Cool Heads.” Throughout the 
talk, he demonstrated by becoming a salesman try- 
ing to sell, at times dressing the part as a talkative, 
slap-you-on-the-back type. ; 

Mr. Wells pointed out that selling offers security 
and happiness as a career as a good salesman’s 


Optimism 


average earnings show a better average than any 
other work, except that of medicine. In a poll taken 
by Scholastic Magazine, the result shown was that 
selling was not among the careers chosen by most of 
the young people, so he urged that there is a job 
ahead of recruiting men of the right caliber into 
the selling business, which offers them the greatest 
opportunity in America today. 

Mr. Wells used a chart to illustrate the high points 
during his talk as he pointed out that a “salesman 
is one who sells goods that won’t come back, to cus- 
tomers who will; that you sell best when you have 
a warm feeling toward your customer, when you take 
an interest in him, his business, his family, prob- 


lems, hobbies, etc. Use a cool head to analyze his 


OFFICERS AND DIRECTORS ELECTED AT 34th ANNUAL CONVENTION 


Left to right (first row): Gid Gates, Greely, Colo., Vice President: James A. Gooding Jr., 
Denver, Colo., President: Joe Occhiato, Pueblo, Colo., Vice President; Charles E. Furphy, 
Salida, Colo., Secretary-Treasurer; (second row): Jim Porter, Grand Junction, Colo., Director; 
Dale Shearer, Denver, Colo., Director; Clem O’Brien, Denver, Colo., Director and John R. 
Browne, Colorado Springs, Colo., Vice President. 
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WT Nesbitt’s is as 
near as any one 


of our 9 warehouses 


RECOGNIZED 
BY THE ENTIRE 
INDUSTRY 

AS HAVING A 
FINER FLAVOR 
THAN ANY 
OTHER 
ORANGE 
SOFT DRINK 


FRANCHISE INQUIRIES FOR 
OPEN TERRITORIES INVITED 


NESBITT FRUIT PRODUCTS, 
2946 East 11th Street, 
Los Angeles 23, California 


Franchise inquiries for Mexico, Central and 
South America address 

Nesbitt's de Mexic« 

Edif. La Reinera, Desp 216, Monterrey, N_ | 
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3 BOTTLE SIZES 











THE COLUMBINES 
MEET AT THE 
COLORADO CONVENTION 


Lett to right (first row): G. H. Becker, Denver, Colorado, 
of The Liquid Carbonic Corporation, Secretary-Treasurer: 
E. J. Monckton, Denver, Colorado, of The Crown Cork & 
Seal Co.; Hal Miles, Denver, Colorado, of The Liberty 
Glass Co.; H. C. Helms, Aurora, Colo. of The Diversey 
Corp.; William C. Hendley, Dallas, Texas, of The Diversey 
Corp.; Stanley E. Herniak, Denver, Colo. of The Nesbitt 
Fruit Products Co.; Otto Pfretzschner, Denver, Colo. of The 
Brookway Glass Co.; Edward Klich, Chicago, Ill. of The 
Dad’s Root Beer Co.; (Second Row) H. A. Poindexter, 
Chicago, Ill. of The Clicquot Club Co.; J. F. McManus, 
Denver, Colo. of The Owens-Illinois Glass Co. Chairman; 
C. P. Brauch, Denver, Colo. of The Pennsalt Chemicals 
Co.; John L. White, Chicago, Ill. of The Orange Crush Co.: 
Chas. A. Ford, Kansas City, Mo. of The Bruce Dodson Co.; 
George Bowman, Denver, Colo. of The Liquid Carbonic 
Co.; Richard H. Wagstaff, Kansas City, Mo. of The Vendo 
Co.; Van L. Cooper, Dallas, Texas, of The Orange Crush 
Co.; Rex Harding, Denver, Colo. of The Ideal Dispen- 
ser Co.; Sidney C. Kramer, Ontario, Calif. of The Sunkist 








Growers. 





needs and see if your product will fit into his picture 
and give him a profit. Like your customer, make him 
like you, and he will buy from you.” 

The next address by Harold L. Corwin, member 
of the Board of Directors, A.B.C.B. President Pepsi- 
Cola Bottling Co. of Vancouver, Washington, was 
based on his title, “Your National and State Asso- 
ciation.” He began by saying that he had always 
been sold on Denver, the city so close to Heaven. 

“I want to say a word about our economy of 
today,” Mr. Corwin explained, “as there are two 
schools of thought—one group thinks that we will 
return to normalcy, the other group says it can’t 



























The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


CONSIDER THESE ADVANTAGES: 
@ Controls batches 
e@ Decreases labor costs 
@ Increases production 
* 


Eliminates bag dust, 
lint, and sugar 
spillage 


TANK CARS 
TANK WAGONS 


Order direct or 
through your 
Sugar Broker 
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_ THE NULOMOLINE DIVISION 
«AMERICAN MOLASSES COMPANY 
420 WALL STREET, NEW YORK 5, N. Y. 

ig0, Ul. » Los Angeles, Cal. » Montreal, Canada 










NULOMOLINE 
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be done. I think that we must learn to live with 
this age. We can not be stampeded into a depression 
by mere words. Our business will be just exactly 
what we make it. The modern practical man knows 
that the purpose of any business association is to 
give him help in solving problems. We have many 
matters that must be attended to, the most glowing 
deficiency is Public Relations. Some people have the 
idea, it seems, that if food tastes good, it is bad for 
you. Our job is to inform them! The sugar indus- 
try has a good advertising program of telling the 
story and allied industries can help us and each 
other.” 
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COMING ATTRACTION 


SEE BONDS PAGE 


IN THIS MAGAZINE 
NEXT MONTH... 





























* popularity 
* promotion 
* profits 


Write or Call for Franchise Information. 


H DODY CO. : 










560 OLSON HIGHWAY, MINNEAPOLIS, MINN. 
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Mr. Corwin added a few words pointing out that 
“bottlers are close to local vontact in their home 
towns. Our present membership is now 51%. A lot 
of bottlers could help who are not now in this com- 
bined effort to belong too our association. The or- 
ganization is just what we make it! We should add 
strength by new members. As to our next conven- 
tion in November, it promises to be the biggest ever, 
as Philadelphia combines tourist attraction, busi- 
ness, etc., so—I’ll see you in Philadelphia.” 


The next speaker, Kenneth Carlston, President of 
the Wells-Pontiac Co. Loveland, Colorado, said that 









“Circumstances alter cases...” Beverage cases 
are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 
teristics of individual bottles. 

“Custom-made”’ beverage cases are correctly 
designed to suit your needs, thus reducing break- 


age tO a minimum. 


THE GREEN COMPANY unc. 


265 Post Road 
atelali 


Darien, Connecticut © 





Bellows Falls, Vt. 
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THE SPEAKERS TABLE 

Left to right: Mrs. Jeanette Dougherty. Pepsi-Cola Bottling 
Co., Denver, Cola.:; Charles E. Furphy, Secretary-Treasurer, 
with Coca-Cola Bottling Co., Salida, Colo.: James A. Good- 
ing, Jr. President, with Pepsi-olCala Bottling Co., Denver, 
Colo.; Paul M. Mayer, Manager of No-Cal Beverages, 
Brooklyn, N. Y. and John Brown, Sales Manager of the 
Ware Div., Owens-Illinois Glass Co., Toledo, Ohio. 





when he asked his wife what to talk about, she said, 
“It’s Up to You” so I decided that this would be a 
good subject. A Czech in our town speaks well but 
interprets what we say in his own way, so he asked 
me ‘when I was going down to speak to the Boot- 
leggers’ Association.’ ” 

“Seriously, though, there are so many factors in 
our favor that we should look at the future with all 
the optimism in the world. Over 900 business men 
who were interviewed believed, 62% of them, that 
sales would equal or exceed last year, three-fourths 
said average sale prices would remain the same. 
So there are certain factors we look for due to 





For a Better 
Buy 






Gaco Tufbilt 


Beverage Cases 


ONLY WOOD CAN TAKE IT... the abuse your cases 
must withstand in normal usage, that is. WOOD assures 
your cases of permanent rigidity, eliminates jamming 
of casing equipment, provides positive, permanent 
identification. Hundreds of bottlers know Gaco Tufbilt 
Cases are the class of the WOODEN CASES. This is 


because they..... 


Specify 


LOOK BETTER 
LAST LONGER 


GIDEON - ANDERSON 


CIDEON MISSOURI 


6 


Standard 
replacement parts. 


GAC 
fi 
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settling down; controls almost dissipated and 
Uncle Sam is trying to help us in 1954. Big potential 
market ahead; savings at an all-time high, great 
increase in population from 1950 to 1953, ten million 
increase or more, so we must go out and get our 
share of this market. In 1954 there are these three 
factors in doing business—a need; money or credit; 
a good product and good service! 

“There may be two problems in 1954, reduced 
costs and tougher sales market. There’s truck cost. 
How can we reduce these costs? By proper driver 
selection, and training. Give attention to small items 
that need attention; to ICC and PUC and state and 
local regulations; load and weight distribution. 
Keep up public relations by the appearance of your 
trucks. The days of excessive demand are gone. 
The United States has a greater income than the 
combined total of the six next largest nations in 
the world. The customer is KING. To sell we must 
use the art of persuasion. Know whom to see, what 
to say, how to ask for orders every step of the way. 
We will have to give more, do more, in order to get 
more in ’54. Think ahead, plan ahead, keep head!” 

In the afternoon meeting the opening was a tech- 
nicolor film presentation “I AM GLASS” courtesy 
Liberty Glass Co. with Hal Miles in charge. 

“Tiger Stripes” was the subject chosen by John 
Brown, Sales Manager, Beverage Ware Division, 
Owens-Illinois Glass Co., Toledo, Ohio, the first 
speaker. 


is 
BUCKNER fs Wc 


\ Conveyors 

V Unscromblers 

V Washers 

V Inspection Lights 

V Bottie Conveyor 
Syrupers 

V Fillers 
Carbonators 





SAVE 


on your equipment purchases 


Late model fully reconditioned 


USED EQUIPMENT 


V Case Packer ' 

Gants that's as good as new! 

V Fittings 

V Tonks 

\/ Agitotors 
Homogenizers 

V Kettles 

V Filters 

V Sterilizers 

V Rotary 


WRITE, WIRE OR PHONE TODAY! 


BUCKNER EQUIPMENT CO. 
Liquid Handling Materials and Equipment 
3024 South Wabash Ave. .. Chicago 16, Ill. 
Phone DAnube 6-1344 


Ls ial. @ 2 5 
ALLOY 


STAINLESS 
STEEL 





LINE 
FILTERS 


a | 


SANITARY 
AND BRINE 






VALVES 











FITTINGS TUBING 
L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
















BUY SCHAEFER 
... IT’S SAFER! | 




















A wonderful time was had by all at the final Banquet 
of The Thirty-Fourth Annual Convention of The Colorado 
Bottlers of Carbonated Beverages held at the Brown Palace 
Hotel in Denver, Colo. 






















“Let’s look at the record,” said Mr. Brown. “The 
increase in food production in the United States was 
15% since 1947 to 1952. Carbonate bottles increased 
to 37%. Business is not as good as it has been, may 
get worse, but will get better. 


“I chose Tiger Stripes—a jungle beast that 
should be extinct long ago but he is still the Lord 
of the Jungle? Why? Because he’s cunning, he 
contemplates his menu for hours before he goes 
after it. So—there’s always the right moment for 
making the attack, isn’t there? In the jungle of 
business there is no substitute for keen analysis. 
The shrewdness of the tiger is needed. Also, age 
often thinks of success enjoyed in youth so becomes 


(Continued on Page 72) 


Schaefer Wobble Type 
Bottle Brushes bristled 
with genuine DuPont 






“¢ 
ELONOMY DF UUMSTY 


~< BAUSHES -s 


Tynex Nylon in white 
or black 










BRUSHES 
CLEAN MORE 
BOTTLES! 


Bottlers find this brush actually 
cleans more bottles between brush 

changes. It’s designed for longer wear and better clean- 
ing That’s why you'll find fewer brushes to deliver clean 
bottles — with Schaefer That’s true of all Schaefer 
brushes — for machine cleaning and floor maintenance, 
too. Try them all. Write for prices and details. 













SCHAEFER BRUSH MFG. CO. 
117 W. Walker Street 
Milwovkee 4, Wisconsin 





SUPERIOR BOTTLER'S BRUSHES SINCE 1910 
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Towmotor LT-90, removes Cyclone Engine from 
TWA Constellation, at Fairfax Airport, Kansas City. 


Ms Plane Easy 


Just as a TOWMOTOR greatly simplifies and speeds removal and han- 
dling of this 5,600 pound engine, TowMoTor can save considerable 
time and labor in your plant. From receiving all the way through to 
shipping, TowMOTOR moves more tons per dollar. TowmoT orque, 
the drive especially designed for Tow Moror Lift Trucks, saves clutch 
and shifting time, brings new economies to stop-and-go driving, posi- 
tions loads with precision—and, with Power Steering, boosts operator 
endurance and efficiency. More than 35 TowMoToR attachments en- 
able you to handle “plane or fancy” loads with equal ease. The total 
savings produced, will make a big hit with your boss. Ask for free 
booklet, ““What Makes It Tick?” TowMotor CorPorATION, “Div. 
6202, 1226 East 152nd Street, Cleveland 10, Ohio. 


 TOWMOTOR 


? 


THE ONE-MAN-GANG 





FORK LIFT TRUCKS and TRACTORS 


SINCE 1919 
TOWMOTOR ENGINEERED FOR QUALITY PERFORMANCE 


Minces Brothers of Albuquerque 


Help Community with 


March of Dimes Promotion 


Nehi bottlers fete movie-star Leo Carillo in smart 


publicity program to raise funds for community 


project. 





Enjoying a hilarious moment at the special convention dinner of New Mexico Bottlers of 
Carbonated Beverages are, left to right, Mickey Minces, Sam Minces, Leo Carillo (Pancho of 


“The Cisco Kid” program) and Joe Hale. 





During the television program 
broadcast by station KOB-TV, vis- 
itors had an opportunity to enjoy 
RC Cola supplied by the Minces 
brothers. The full resources of the 
local March of Dimes staff was 
used in publicizing this program 
to raise funds for the Bernalillo 
County Foundation for Infantile 
Paralysis. 
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in Albuquerque created a lot of goodwill for Sam 
and Mickey Minces, Nehi bottlers for central New 
Mexico. 


The Minces brothers have been sponsoring “The 
Cisco Kid,” a packaged television show on Albu- 
querque’s KOB-TV for the past eight months and 
decided to bring the star of the sow, Leo Carrillo, 
to Albuquerque to aid the fund drive for the Berna- 
lillo County Foundation for Infantile Paralysis. 


While community service was the main intent, the 
visit of the genial Leo Carillo—known as “Pancho” 
on the television program—brought the Nehi mes- 
sage to schools, orphanages, hospitals and news- 
papers of the arc. 


There was nothing half-hearted about the project. 
Movie-star Carrillo’s visit was heralded by posters, 
TV announcements and newspaper advertisements. 
The full resources of the entire local March of Dimes 
publicity staff was used in promoting this event. 
Sharing half the cost of the visit and assisting with 
the publicity was KOB-TV. 


A big reception at the Albuquerque airport on 
January 27 was arranged and Tibo Chavez, Lieuten- 
ant Governor of the state of New Mexico, greeted 
Mr. Carillo in both Spanish and English. A group 
of young polio patients were on hand and got the 
thrill of their lives when they met their television 
hero. 


A special police escort led by Police Chief Paul 
Shaver escorted Mr. Carillo to the Hilton Hotel. 
Several thousand spectators watched the parade and 
stuffed more than $500 into the March of Dimes 
containers presented by the Pep Squad of St. Mary 
High School. Loudspeakers reminded the crowd 
that “Pancho” would distribute autographed pic- 
tures at the auction of Nehi and Royal Crown Cola 
beverages the following day. 


On the morning of January 28, Mr. Carillo and his 
March of Dimes entourage visited eight public and 
parochial schools and the St. Anthony’s Orphanage. 


In the afternoon, Mr. Carrillo helped auction off 
500 cases of RC Cola donated by Sam and Mickey 
Minces. City Commission Chairman Clyde Tingley 
(Albuquerque’s equivalent of a mayor) was on hand 
to start the bidding. Also assisting was Joe Hale, 
production manager of the Nehi Corporation, Col- 
umbus, Georgia, who was in town for the 20th annual 
convention of the New Mexico Bottlers of Car- 
bonated Beverages. 


Joe Land, President of the Albuquerque Bus 
Company, was the successful bidder for the first case 
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Mreunsu cooperation with the March of Dimes 
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“In my opinion, Orange-CRUSH 
is the finest orange drink bottled 
in America today. Over the past 
twenty-six years I have seen no 


less than fifty different oranges 
come and go, while our sales of 
Orange-CRUSH have continued 77 
to grow.With the aggressive pro- 
gram now provided by the parent 
company, our future with 
Orange-CRUSH is definitely 
assured.”’ 


—T. P. Hartness 


T. P. HARTNESS OF SPARTANBURG, SOUTH CAROLINA, 
acquired his first Orange-CRUSH franchise in 1927. 
Initially distributed from only a three-truck fleet, 
Orange-CRUSH is now carried on fifteen modern route trucks 
in this operation. Mr. Hartness feels that Orange-CRUSH 
has played an important part in the development 


of his beverage business. 












Orange-CRUSH Company - 318 W. SUPERIOR ST., CHICAGO 10, ILLINOIS 
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FLAVORS 


Write - 
GENERAL BEVERAGES, INC., Chattanooga, Tenn. 


Regional Distributors 


GENERAL BEVERAGES WESTERN, INC. 
GENERAL BEVERAGES MIDWEST, INC. 
CONTINENTAL BEVERAGES, INC. 
GENERAL BEVERAGES, LTD. . ..... Ottawa, Ontario, Canada 


Put this 
Best Known oe 
Name 

To Work | 
For You! ! “necut 








IN ALL 





ONE 
ALL-PURPOSE 
BOTTLE 





Phone - Wire for Franchise Information 


. Monterey, Calif. 
Peoria, Illinois 


Syracuse, N. Y. 


COLORADO CONVENTION 





(Continued from Page 69) 


over-confident, just as an old tiger often does, so— 
he starves to death! 


“In our organization we have a consumer-market- 
ing department to analyze and help you to do a bet- 
ter. job of merchandising your product. There’s a 
story in bottles, of 82° consumed in homes, sold 
through grocery stores. Television keeps people at 
home, so they drink at home. 84 per cent of sales 
are made in self-service stores today. Neat displays 
are necessary. A choice position of merchandise can 
create back fence conversation among housewives. 
A housewife cooks 1,095 meals a year, so create new 
ways or apply old ones to show your product to her. 
In empty bottles returned, 96% are returned to 
place of purchase, 74% at time purchase replaced. 
Eight out of 10 buy six small bottles, and 7.6% 
would double purchase if 12 bottles in carrier were 
available.” 


Paul M. Mayer, Manager NO-CAL 
Division, No-Cal Beverages, Brooklyn, New York, 
asked the question “Where Are We Going?” He 
spoke forcefully of his faith in our country and its 
people, after his opening remark that there were 
two favorite places he would like to live, Cape God 
or Denver. 


Franchise 


Mr. Mayer referred to Abe Lincoln, who said, 
“If we could first find out who we are, what we are 
doing, we would know where we are going.” He said, 
also, “We in the bottling business should analyze 
objectively, not on the average basis. Remember the 
housewife is King. In No-Cal we enjoy a big 
business and celebrate our fiftieth anniversary. Our 
business began with a pushcart, we now have over 
200 trucks. Our business increased 17.3%. We an- 
alyzed the situation and cut the suit to fit the need.” 


“Markets are people. You can never get away 
from that. Tailor the suit to meet the need, to 
increase your business in 1954. Know where you 
are going!” 


In the elections that concluded the meeting, James 
A. Gooding, Jr. of Denver (Pepsi-Cola) was re- 
elected president; also re-elected were Joe Occhiato 
of Pueblo (Pepsi-Cola) first vice-president [due to 
the new set-up agreed upon that there will now be 
three vice-presidents] and Charles E. Furphy, 
Salida (Coca-Cola), secretary-treasurer. Gid Gates, 
of Greeley (Seven-Up), was elected second vice- 
president and John Browne, Colorado Springs (Coca- 
Cola), third vice-president. Directors: re-elected 
were Jim Porter, Grand Junction (Coca-Cola) and 
Dale Shearer, Denver (Seven-Up); Bill English, 
Denver (White Rock) and Clem O’Brien, Denver, 
elected to fill a vacancy, to replace Frank Buster, 
resigned. 

































PAYLOADS 
by any yardstick 











with LEPHYR LIGHTWEIGHT § 
ALL-STEEL BODIES | 


By any yardstick—miles, hours, maintenance, or , 
cost per delivery, Zephyr Bodies have proved 
the most profitable for the bottler to own and 


operate. 
e 


Lightweight and all-steel specialized construction 
cut costs and provide bigger and more profitable 
payloads. 
’ | 


Zephyrs are built entirely of rust-resisting hi- 
tensile steels—all electrically welded—Specialty 
engineered to cut body weight by as much as 
500 to 1000 Ibs. This means bigger loads and 
less delivery cost, plus tremendous savings on 
gas, oil, tires and repairs. 


Advanced design—with exclusive features that 
speed loading assure safety and long life. Pat- 
ented rack and rack pallet deine to meet every 
bottler's needs. Exceptional facilities offered now 
for prompt delivery. 


Write Today on Your 
Immediate Requirements 


SPECIALTY ENGINEERING CO. 


Phila. 36, Pa. 





Torresdale & Pennypack Sts. 
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MARCH OF DIMES PROMOTION 
(Continued from Page 71) 























which went at $100. A large crowd on hand paid a SE aed Soe eK, 
total of $761.61 for the remainder of the cases and 
the entire proceeds of the sale was turned over to the : #1 
March of Dimes by the Minces brothers. An auto- x ae ; eh 
graphed photograph of Leo Carrillo was given with ‘ b ie i i ee 
each case sold. Cash receipts for the drive totaled : . oe ne 4 Si i 
$1,091.00. - 


After the auction, Mr. Carrillo and the Minces 
brothers went to the studios of KOB-TV and tele- 
vised a local greeting for the commercial period of 
the weekly “Cisco Kid” program. 



































Mr. Carrillo and the Minces brothers wound up a 
busy day at the annual banquet of the New Mexico 
Bottlers of Carbonated Beverages. With Mickey 
Minces as master of ceremonies, the bottlers con- 
tributed another $375 to the March of Dimes fund 
in an entertaining auction. 
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ges cries 


The Minces brothers have had the Nehi franchise 
for Albuquerque and Santa Fe for sixteen years. 
Their Nehi and Royal Crown Bottling Company is 
one of the town’s leading firms. Sam Minces is 
owner-president and Mickey (whose real name is 
Milton W. Minces) is assistant to the president and 
sales manager. The company has signed up the 
“Cisco Kid” program for another year and current 
plans include an extensive advertising and promo- 





DOUBLE END Saaker 
BOTTLE WASHER 


Combining CONTINUOUS L-O-N-G SOAKING 
with Multiple POWER WASHING 


Look at the beautiful lines of this D&L Bottle Washer — free 
from complicated gears and mechanisms — every external and in- 
ternal detail designed and built for daily hard usage in any modern 
bottling plant. 

A D&L is your answer to the ultra important job of producing 
a continuous flow of sparkling, clean, sterile bottles for your 


tion program. 













ACCUMULATIVE LOADING —Simpli- beverages. 
fies feeding operations — no garg- Protect your PRODUCT and REPUTATION with a 
ing up — no jamming — bottles D&L JOB-PROVEN BOTTLE WASHER 





move to pocket carriers in smooth, 
orderly fashion. 





Send for complete information 


DOSTAL & LOWEY CO. "*<izsscc"* 










OES A BETTER JOB 


& 













From left to right, Bob Conway, Chairman of the March a os ATA OWER COST 
of Dimes, Sam Minces and Joe Land are shown accept- AUTOMATIC UNLOADING — After 
ing a check for $100 for a case of RC Cola during the complete washing cycle, bottles are 

auction of 500 cases of the beverage. gently and automatically unloaded 






| ready for trip to filler. 
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“I keep tellin’ ya the facts— 
the Nehi Line is the most complete 


line in the industry!” 
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e PALE DRY 
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NEHI! CORPORATION 
COLUMBUS, GEORGIA 
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CALIFORNIA CONVENTION ... 
(Continued from Page 39) 





their various associations. This has paid off and we 
expect to extend that activity.” 

Dietary beverages were next presented by W. A. 
Busick, Shasta Water Company, San Francisco. The 
experience of the 150 bottlers now marketing this 
product has established the fact that there is such 
a market, although rather limited, at present. How- 
ever, the important factor is the growing acceptance 
of dietary beverages by the public. !t is now up to 
the bottler to avail himself of a much wider dis- 
tribution which can be very advantageous. “I be- 
lieve dietary beverages have a place in the industry. 
General Motors proved that specialized competition 
within an industry is a good thing. We must guard 
against using advertising and promotions that are 
destructive to other beverages because we all lose in 
the end.” 

Cliff Paxson, Nehi Beverage Company of Bakers- 
field, told of the merits of sugar sweetened bever- 
ages. He outlined the growth from a back-room 
operation to one of the ten top industries. Why? 
“Because we have given people a wholesome food 
product that they enjoy. Sugar is one of the most 
important of our foods.” He noted some of the 
adverse criticism by the medical profession but con- 
tended that this does not hold up beside the statistics 
that we are now living longer. “Carbonated bever- 
ages with 10% sugar are a low calorie food—about 
the same as other so-called health juices. It simply 
means that anyone who wants to reduce must take 
smaller portions of food in all categories. Many 
people have the idea that sugar is bad and we must 
resell the public on the real facts about sugar.” 

Ivan A. Nielson, Nehi Beverage Company, Los 
Angeles, did a pinch-hitting job for H. C. Tabor, 
Coca-Cola Bottling Company, Bakersfield, by read- 
ing his paper on carton deposits, including these 
excerpts :—“‘A survey showed that in 195Z we were 
getting less than three trips per carton; that 25% 
of the total carton dealers were not buying cases; 
that 75% of these should have been buying both; 
that 1% of the total carton dealers bought only car- 
tons but didn’t sell cartons—these were small deal- 
ers who liked cartons because it was a co:ivenient 
method of loading their coolers six bottles at a time; 
our liquor and chain stores were the biggest offend- 
ers in destroying our cartons and returning bottles 
loose in a box. This led us to put a 3-cent deposit 
charge on each carton plus 40-cents on the shell or 
$1.00 per case. There was some dealer resistance 
but when all the sound and fury subsided we lost 
only about 1% of our carton dealers. We increased 
our carton trips from less than 3 to 6 in one year 
and collected $12,000 on deposits saving 3-cents per 
case. We found that dealers kept botties in better 
condition, which facilitated pickups.” Mr. Nielson 
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reported the same good experience in his area and 
concluded, “the carton is just as much a part of the 
container problem as the glass and, in the interests 
of good business, should carry a deposit.” 


As one of the concluding items of business, George 
Martinson, Nehi Bottling Company, Alhambra, re- 
ceived a plaque and a fine tribute for his 1l-year 
service as treasurer of the association. 


In the election of officers, W. B. Trueman, Seven- 
Up Bottling Company, Santa Barbara, and Roy W. 
Getchel, Dr. Pepper Bottling Company, San Fran- 
cisco, were retained as President and Vice President 
respectively. Frank Grandolfo, Coca-Cola Bottling 


Company, Santa Barbara, was elected Treasurer. 

The three new members on the Board of Directors 
are Herbert Bunker, Seven-Up Bottling Company, 
Eureka; George Martinson, Nehi Bottling Company, 
Orange, and Elmer L. Richter, Pepsi Cola Bottling 
Company, Fresno. Hold over directors: Frank 
Alessio, San Diego; J. L. Bispo, Modesto; Andrew 
J. Cossett, Los Angeles; L. O. Farr, Reno, Nevado; 
H. W. Fawcett, El Centro; A. D. MacDonald, Los 
Angeles; J. F. McGregor, Los Angeles; E. O. Meyer, 
San Rafael; C. Paxson, Bakersfield; R. J. Steacy; 
San Jose; W. G. Trevorrow, Sacramento; E. O. 
Underhill, Las Vegas, Nevada; E. Whittington, 
Merced. 


TIME OUT FOR RELAXATION AT CALIFORNIA-NEVADA CONVENTION 


Some of the prominent personalities attending the Annual Banquet 





Above. left to right:—Victor Burner Sr., 





San Francisco; Mrs. Holcomb, Fresno; Felix 


Holcomb; Mrs. Leo McAuliffe, New York: Al Weisbrodt; Mrs. Jerry Nettleton, Fresno; Jerry 
Nettleton; Mrs. Ansel Easley, Ansel Easley, San Francisco; Leo C. McAuliffe, New York. 


Above, right:—Mrs. Leroy Svenson, Stockton; Mr. Reiben Roehrig, San Francisco; Pat 
Sousa, John R. Sousa and Mrs. John R. Sousa, San Francisco; Hadley Pell, Mrs. Hadley Pell, 
San Francisco; Milton Vallens, Mrs. Milton Vallens, San Francisco; Leroy Svenson. 





Above, left to right:—Frank Alessio, San Diego, and his daughter, Dolores; Mrs. Grace 
Bispo with her husband, J. L. Bispo, Modesto. 


Above, right:—W. B. Trueman, Santa Barbara; S. Funke, San Francisco; George Silver 
and Mrs. Silver, Newport Beach; Clarence Walker, Atlanta; Mrs. Trueman; Cecil R. Barbee, 
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Los Angeles; Mrs. E. Wagner and E. Wagner, Madison, Ill.; Mrs. Barbee. 








Good Taste 
Begins in the Syrup Room 


In syrup room sanitation, selecting the right germicidal ma- 
terial is a matter of good taste. Bottlers know that unless 
given an effective germicidal treatment, syrup systems—in- 
cluding mixers, filters, pumps, piping and bottling machines 


—become a natural bed for bacteria and yeast growths. 


Bottlers know, too, that in selecting Oakite Bactericide, they 
have used good taste to produce good taste. Fighting syrup 
room contamination calls for a product that will do the job 
thoroughly and fast, And Oakite Bactericide because of its low 
pH provides fast killing action that knocks out contamination 
before it becomes a problem. Reliable tests prove that 5 
seconds is all the time Oakite Bactericide needs to kill harm- 
ful bacteria. 


And here is something new for Bactericide users: For speedy 
and effective dispensing of the Bactericide solution this handy 
device called the Hozon Unit is offered FREE. ev hook 
it up with any garden hose, 
make up a concentrated solu- 
tion in a pail, and the proper 
solution strength is discharged 
from the nozzle. For additional 
information about Bactericide 
and the Hozon Unit, write: 
Oakite Products, Inc., 26A Rec. 
tor Street, New York 6, N. Y, 





_cinuizee INDUSTRIAL Cleay 


OAKI TE 
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Alabama Convention Reviews Year 


Orvnusx and curiosity were the 
keynotes of the annual convention 
of the Alabama Bottlers Association 
held on January 24 and 25 at the 
Hotel Admiral Semmes in Mobile, 
Alabama. The optimism was ex- 
pressed in secretary James C. Lee 
Jr.’s report that though some 400 


Take steps NOW 





bottlers throughout the country had 
closed their plants during 1953, not 
one Alabama bottler had either done 
so or was in danger of doing so. 

The curiosity was obvious in the 
attitude of the 88 bottlers who reg- 
istered for the session, and the 
questions they submitted for the 


to add new sales appeal 
to your products with... 





PEACOCK BRAND 
CERTIFIED FOOD COLORS 


MANUFACTURED AND DISTRIBUTED BY WM. J. STANGE CO,, 


CHICAGO 12, ILLINOIS 


OAKLAND 21, CALIFORNIA 


IN CANADA: STANGE-PEMBERTON LTD., NEW TORONTO, ONT. 


Newly-elected . Boosters 
officers, l. to r.: Hank 
Wilson, Owens-Illinois, 
president; Jim B. Worley. 
Pure Carbonic, vice 
president; Bill Vinson, 
Watson-Scott, secretary- 
treasurer. 


panel discussion which was a fea- 
ture of the convention. Prices and 
deposits were major points of dis- 
cussion and an eager willingness to 
increase both were apparent in the 
conversations. 

On the panel, Lawrence Davis 
(Coca-Cola, Jasper) told how he 
increased prices from 80 to 96 cents, 
followed within 30 days by a 15% 
wage increase for his employees. 
“The only comments we got from 
our customers,” Davis reported, 
“was the wonderment why we 
hadn’t gone up before.” Total plant 
volume has continued to increase 
despite the price boost, he declared. 

Sanders Rowland reported the 
experience of Birmingham bottlers 
with several years of the 96-cent 





price. “We have surveyed 6,700 
customers,” he stated, “‘and find that 
82% of them are retailing at 6 cents 
a bottle. Fifteen per cent—the gro- 
cery chains—are still selling at 5 
vents. Only 3% of all the outlets 
are getting 10 cents or more per 
bottle. This compares to 2% of all 
retailers who asked a 10-cent or 
higher price when bottlers sold at 
80 cents!” 

Fred Splawn, Nehi, Montgrom- 
ery, deplored the fact that bottle 
and case deposits in Alabama were 
almost identically the same as in 
1916. Upon a call for a show of 
hands, a majority of the bottlers 
present indicated that they would 
like to increase their deposit rates. 

Elmo Colquett (Dr. Pepper, 





New officers and executive committee held business session breakfast on Tuesday 
morning. Left to right around table: T. B. Wilder, Nehi, Andalusia; C. L. Beard, Nehi, 
Sheffield: Sanders Rowland, Coca-Cola, Birmingham; John Broadway, Double Cola, 
Huntsville (vice president); James H. Pruett, Dr. Pepper, Gadsden (president); James 
C. Lee Jr., Buffalo Rock, Birmingham (secretary-treasurer); Elmo Colquett, Dr. Pepper, 
Montgomery: Griffin McGinty, Royal Crown, Opelika; Frank A. Oslin, Pepsi-Cola, 
Tuskegee. Not included in photograph are three newly-elected executive committee 
members: George E. Turner Jr., Pepsi-Cola, Luverne; Charles Brightwell, Coca-Cola, 
Montgomery: George Downing, Coca-Cola, Mobile. 
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Montgomery) cautioned the group Rowland reported on some high- 
FESTIVITIES AT THE ALABAMA about the increasing unionizing ac- lights of the ABCB meeting, and 
BOTTLERS CONVENTION eae : : 
tivity throughout Alabama, and made an impassioned plea for the 
suggested that putting a five-day formation of strong local organiza- 
Clockwise around table: week into effect could be a deter- tions. “If you can get together on 
Vaughn Neves, Grapette; S. L. rent to organizers. the local level, you can get together 
“Cliff’ Morgan, Knox Glass; t : : ai 
McJames King, Mrs. and Mr. The program of the meetings in- on the state level,” Rowland de- 
Joseph S. Rye, Mrs. and Mr. cluded two inspirational speakers, clared. “You don’t have to love your 
Mike Hartley Jr., all of Pepsi- : : 3 
Cola, Mobile. Standing table- as well as a comprehensive explana- competitors — in fact, you should 
hopper is Richard C. Petrie, - tion of the 1954 sugar outlook by give ’em hell in the dealers’ stores. 
Pepsi-Cola Co., Atlanta. Ne ‘ b 3 : 
Wilbur H. Glenn, chairman of The fighting that bottlers do should 
ABCB’s Special Sugar Committee. be for the consumer’s dollars.” 
Mr. Glenn detailed how the Commit- 
tee was functioning. He cited the success of the Bir- 
Outgoing President Sanders mingham'Bottlers Association 





Group at Sunday night buffet 


Celie, Pepet Cola Co. PRODUCTION CAPACITY: TO MATCH 


Rock, Birmingham, and _ his 


x eee SPEED OF FASTEST FILLERS 


Clockwise around table: Grif- 
fin McGinty, Royal Crown, 
Opelika; D. K. Seay, Red 
Rock, Enterprise; F. A. Luttrell, 
Red Rock, Brewton; Buster 
Keith, Dr. Pepper, Opelika. 


Just because the Ladewig Bottle Washer is so compact in 
design — don't overlook its great production capacity. 
Its compactness saves valuable floor space . . . its lower 
weight, together with its simplified and improved engineer- 
ee a OT ing, assure you great advantages over larger, more com- 
Sunday evening's social hour: plicated bottle washing machines. And if you want top 
standing, from left, James H. J ° ° P ° ° 
Pruett, Pepsi Cola, Gadsden: production capacity — you can get it with a Ladewig Bottle 
Harry A. Osborne. Progress Washer. This radically different, radically better washer is 


Refrigerator Co.; Frank W. 


Troup, Coca-Cola, Decatur. ; . : ° 
ceatis ioe dona, bon tee available ina wide range of sizes and models up to the great 
and Inex M. Wilder, wife of 32-wide Ladewig Washer to match the speed of the largest- 


ee a capacity fillers built. Yes ... if you want MORE and 
CLEANER bottles per hour, per dollar . . . your best buy 
is a Ladewig Bottle Washer. 


For fully illustrated literature completely describing the 
many advantages of the Ladewig Washer—write us TODAY. 


ARCHIE LADEWIG CO., Waukesha, Wisconsin, U. S. A. 
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whose monthly meetings score al- 
most 100% attendance, and named 
such accomplishments as the elimi- 
nation of “advertising” in high 
school publications. 

Reporting for the Legislative 
Committee, Charles Brightwell as- 
serted that “tax fights are not won 
in the state capitol,” and urged bot- 
tlers to get the opinions of political 
candidates and their voting prom- 
ises “before Election Day, while 
Secretary Lee (re-elected for the 








An 
Old Fashion 


Favorite! 






,, ROOTBEER = 


g ue 
Thor Mother used 12 


Know how many years root beer has been a strong 
favorite with young and old alike? Chances are it was a big seller in 


your territory long before you were born! 


So, when you push an established root beer, you've got yourself a 
and when you bottle MA'S OLD 
FASHION ROOT BEER you have the very best of the field. 


strong year-round favorite . . . 





OLD FASHION, INC. 


163 S. State St., Wilkes Barre, Pa. 


‘'The kind that mother used to make'' 


Going stronger than ever—after a decade of expan- 
sion—"'MA'S OLD FASHION ROOT BEER" has a 
size for your market ... an attractive 6-bottle carton 

. 2 PROFIT story that you ought to hear. Write 
for complete details . . . 


sixth time) reported on the Asso- 
ciation’s use of ABCB advertising 
in the state Dental Bulletin. The 
ABA treasury had a cash balance of 
$7,465.33, he said, maintaining the 
position of a year ago. 

It was commented upon that two 
re-elected members of the Executive 
Committee are mayors of their re- 
spective cities: C. L. Beard, Shef- 
field; and T. B. Wilder, Andalusia. 
John Broadway, elected vice presi- 
dent, is mayor of Huntsville. 


















N.B.G.’s ROVING CAMERA CAPTURES SOME SCENES. 


Alabama Boosters Asso- 
ciation had a separate 
luncheon on Monday, 
followed by a brief busi- 
ness meeting. 


Panuel discussion was 
led by (l. to r.) Fred 
Splawn, Nehi, Montgom- 
ery: Elmo Colquett, Dr. 
Pepper, Montgomery; 
Lawrence Davis, Coca- 
Cola, Jasper: Sanders 
Rowland, Coca-Cola, 
Birmingham (modera- 
tor); Frank Oslin, Pepsi- 
Cola, Tuskegee; Frank 
Troup, Coca-Cola, Deca- 
tur; James C. Lee Jr., Buf- 
falo Rock, Birmingham. 


Registration commenced 
Sunday afternoon at 
Hotel Admiral Semmes. 
Among the earliest, from 
front of line: F. J. Gale 
Jr.. Nehi, Mobile; Frank 
W. Troup, Coca-Cola, 
Decatur; C. L. Beard, Jr., 
and his father, C. L. 
Beard, Nehi, Sheffield; 
Gerald Salter, Coca- 
Cola, Selma. 


Besides owning the Gar- 
dens which bear his 
name, Walter D. Bellin- 
grath, aged 84 (second 
from left) is president of 
Mobile Coca-Cola Bot- 
tling Co. which he es- 
tablished in 1903. Here 
he explains floral beau- 
ties to Wiley W. Hutto, 
Mission Dry (left) and a 
group of visiting bottlers. 
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Thatcher Glass 
Elevates Top Executives 


The Board of Directors of the Thatcher Glass 
Mfg. Co., Inc., of Elmira, N. Y., named Franklin 
B. Pollock, currently president of the organization, 
to the post of Chairman of the Board and Chief 
Executive Officer. F. K. Rodewald, executive vice 
president under Mr. Pollock, will assume the presi- 





F. K. RODEWALD 


FRANKLIN B. POLLOCK 


dency. Both Mr. Pollock and Mr. Rodewald have 
served in their present positions for the past ten 
years. 


Hyster Promotes Two 


Appointment of Thomas R. Hazel to the posi- 
tion of Supervisor of the Tractor Equipment Engi- 
neering Division has been announced by Eugene 
Caldwell, Vice President and General Manager of 
the Hyster Company. 

Mr. Hazel has been with the company for the 
past seven years in the Engineering Department 
of the Tractor Equipment Division. 

Announced at the same time was the appointment 
of Ronald A. Johnson to Supervisor of the Engi- 
neering Standards Division. A graduate of the Uni- 
versity of Illinois, Johnson has been with Hyster 
Company for six years, following service in the 
Air Force. 





THOMAS R. HAZEL 


RONALD A. JOHNSON 
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Sizes 8 to 24 wide. 


OTHER “SDQ” DESIGN FEATURES THAT PAY DIVIDENDS 


New Steam Coil can be 
replaced in 20 minutes when 
necessary. Design simplifies 
inspection. Coils, welded to 
easily-removed flat plate, can 
be “sized” to individual washer 
needs. 













Cherry-Burrell Model ‘‘Heil SDQ” 
Handles all bottles from 6 to 32 oz. 


Capacity: 40 to 240 b.p.m. 


new Cherry-Burrell Double-End washer 
cuts caustic consumption 


makes it impossible for bottle 
to catch on edge of pocket. 
Automatic loader synchronized 


with washer movement—can- 


not go out of time. 


 gieteencccraiatenccenens ie 





**Non-Stick’’ Pockets. An 
exclusive, patented feature. 
Narrow end of pocket has two 
small rollers to support bottle 
necks. All bottles, including 
those with long necks or bas- 
relief surfaces, roll out during 
gravity discharge. No sticking. 


RRY-BURRELL CORPORATION 


427 W. Randolph Street, Chicago 6, Ill. 


Equipment and Supplies for Industrial and Food Processing 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 


Center Load mechanism 


















































This new Cherry-Burrell “Heil SDQ” 
Double-End Bottle Washer cuts caustic con- 
sumption—and eliminates caustic carry- 
over while discharging clean quarts, pints 
and splits. 


And that’s only one of many savings. 
Cherry-Burrell’s unique piping arrange- 
ment increases re-use of water to save 
both steam and water. New tempering and 
pre-rinse system reduces bottle breakage. 
Double-back bottle travel and insulated 
reservoir tanks help save floor space... 
as much as 40% in length over conven- 
tional machines. 





Ask your Cherry-Burrell Representative about the low oper- 
ating costs of this new ““SDQ"’ Bottle Washer. Or clip coupon. 







CHERRY-BURRELL CORPORATION 
145, 427 W. Randolph St. 
Chicago 6, Illinois 


5404 
Dept. 


[] Send **SDQ” Washer Bulletin 


() Have Representative call 


Company 
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Crown Cork & Seal Merges 
Domestic Subsidiaries 


John J. Nagle, Chairman of the Board and Presi- 
dent of Crown Cork & Seal Co., Inc., has announced 
that all of the wholly-owned domestic subsidiary 
corporations were merged with Crown Cork & Sea! 
Co., Inc., as of December 31, 1953. These subsidi- 
aries include Crown Can Co., Philadelphia; Western 
Crown Cork & Seal Corp., San Francisco; and 
Crown Cork Specialty Corp., St. Louis. These 
former subsidiary corporations will be known as 
Crown Can Division, Western Division and Spe- 
cialty Division, respectively. 


Russell Gowans, former President of Western 
Crown Cork & Seal Corp., has been elected a Vice 
President of Crown Cork & Seal Co., Inc., and will 
act as General Manager of the Western Division. 


George Crabtree, former Vice President in charge 
of manufacturing of Crown Can Company, has also 
been elected a Vice President of the company and 
will act as General Manager of the Crown Can 


Division. 


Donald W. Hill, former President of Crown Cork 
Specialty Corp., has been elected a Vice President 
of the company and will act as General Manager of 
the Specialty Division. 


Everett B. Webster, former Executive Vice Pres- 
ident of Crown Can Company, has been appointed 
Division Administrative Vice President of the 
Crown Can Division. 


Edward B. Spread, former Vice President in 
charge of sales of Western Crown Cork & Seal 
Corporation has been appointed Division Vice Pres- 
ident of Sales, Western Division. 


William R. Fox, former Vice President in charge 
of sales Crown Cork Specialty Corporation, has 
been appointed Division Vice President of Sales, 
Specialty Division. 


Hires Managerial Announcement 


A. H. Juechter was recently appointed Assistant 
to General Manager, Edward Stern, of the Hires 
Company Plant Division. Since 1948 Mr. Juechter 
has been Hires Plant Manager in Washington, D. C., 
and prior to that served in the same capacity in 
Newark, N. J. 

Mr. Juechter joined the Hires organization in 
1936, received sales training in Philadelphia, aug- 
menting his experience with specialized merchandis- 
ing and selling education and advanced to his 
present responsible position because of a noteworthy 


record in every Hires position he has held. 
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RUSSELL GOWANS 





GEORGE CRABTREE 





DONALD W. HILL 





A. H. JUECHTER 


New Western Division Manager 
For National Grapico 


A. T. Murphy, well-known soft drink executive, 
has been appointed western division Manager of 
the National Grapico Company with headquarters 
in San Francisco, according to the announcement 
made by Cecil Smith, owner of National Grapico. 

Mr. Murphy has had experience in almost every 
phase of the soft drink business including produc- 
tion, sales and advertising. For four years he oper- 
ated a plant of his own, quadrupling the business 
volume before he sold his business. 

“We’re very fortunate to acquire someone of Mr. 
Murphy’s background and experience for our west- 
ern operations and we believe that under his direc- 
tion Grapico will hit a fast pace with western 
’ said Mr. Smith from his home office 
in Birmingham, Alabama. 


customers,’ 


Maywood Glass Co. 
Appoints District Sales Manager 

Arthur “Gin” Austin has been appointed South- 
ern California District Sales Manager for Maywood 
Glass Company, subsidiary of Anchor Hocking Glass 
Corporation and for the Pacific Coast Closure Divi- 
sion of the parent company as announced by Ronald 
H. Dallas, Maywood Glass Co. Vice President and 


General Sales Manager. 


National Phoenix Industries 
Elects Vice President 


Walter S. Mack, President of National Phoenix 
Industries, Inc. announced the election of William 
Geisler as Executive Vice President. Mr. Geisler 
was Assistant Vice President of National Phoenix, 
and is Vice President of Nedick’s, Inc., and of Can- 
trell & Cochrane Corporation, manufacturers of 
C&C Super Soft Drinks in cans. In addition, Mr. 
Geisler is a director of all three companies. 

Mr. Geisler has had a wide and varied career in 
the management. engineering and soft drink fields. 


Ed Jones Appointed Squirt Company 
Field Sales Manager 


Ed Jones, former Squirt Company District Sales 
Manager has been advanced to a new position within 
the Squirt Company. Mr. Jones will be responsible 
for coordinating and assisting in setting up sales 
and merchandising programs for bottlers through- 
out the country. He will work with district sales 
managers in carrying out the new program. 

With the Squirt Company since 1943, Ed Jones 
was formerly with Arden Farm sales before start- 
ing out as Squirt Company southwest area sales 


manager. 





A. T. MURPHY 





ARTHUR AUSTIN 





WILLIAM GEISLER 





ED JONES 
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Corn Products Sales Co. 
Elects New Vice Presidents 


W. H. Gamble, President of Corn Products Sales | 


Co., has announced the election of two new Vice 
Presidents, W. A. Moore and A. N. McFarlane. 
Mr. Moore began his career with Corn Products 


Sales Company in the Detroit branch office in 1927. | 





A. N. McFARLANE W. A. MOORE 


Subsequently, he became manager of the Grand 
Rapids District office and, in 1947 was transferred 
to the New York office and made Package Sales 
Manager. 

Mr. McFarlane’s service with the company 
started in 1934, at their Technical Service Labora- 
tory, Illinois plant. He progressed through technical 
sales, research and, for a time headed the Chemical 
Sales Division in New York. Mr. McFarlane, who 
is a member of the American Chemical Society, 
will serve as Executive Assistant to Mr. Gamble. 


New Pepsi-Cola Appointments 


James J. McCaffrey has been named manager of 
the Pepsi-Cola Bottling Company of Boston, it was 
recently announced by Emmett R. O’Connell, presi- 
dent of Metropolitan Bottling Co. of New York. Mr. 





PAUL F. RYALS JAMES J. McCAFFREY 


O’Connell also announced the appointment of Paul 
F. Ryals as manager of the Pepsi-Cola Bottling 





(Continued on Page 89) 
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SO PURE...SO GOOD... 
SO WHOLESOME FOR EVERYONE! 



















Union Acid Proof 
Caramel Color 


GUARANTEED 2 







Brilliancy 
Uniformity 
Stability 





For full information write our Service Department 


UNION SALES CORPORATION 


Distributor for 


UNION STARCH & REFINING COMPANY 


COLUMBUS, IND. 





4516 HARRISBURG BLVD., HOUSTON 11, TEXAS — 


Branches: Corpus Christi, Dallas, Lubbock, ef 
Wichita Falls, McAllen (San Juan), Odessa— [I3U 
Representatives: San Antonio, Longview, Beau- 4 
mont, Brownsville, Laredo, Port Arthur. 
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... « AND NO INCREASE 
IN HEIGHT OR LENGTH 


You get the advantage of greater payloads with Stewart 
and Stevenson Five-Wide Deck Bodies. These rugged 
bodies are streamlined in design . . . all-steel, all- 
welded construction . . . built to your specifications. 
Available with recessed top deck. Write today for fur- 
ther information about the custom built bedy that fits 
your particular need. 


STEWART & STEVENSON 
SERVICES, Inc. 


gal 6 













New Bulletin Describes Ace-Flex 
Transparent Tubing 


Ace-Flex, a new all-purpose plastic tubing with 
unusual flexibility and clear transparency, is cov- 
ered in a new Bulletin 66-D, published by American 
Hard Rubber Co., New York 13, N. Y. 

The physical characteristics and properties, chem- 
ical resistance, standard sizes and general advan- 
tages of Ace-Flex tubing are included in the 4-page, 
2-color 8% x 11” bulletin. Many suggested applica- 
tions in food and chemical processing, are also 
presented. 


New Features Available in 
Taylor Case Cleaner 


The Taylor Manufacturing Co. of Salisbury, N. C., 
producers of automatic uncasing and soaker load- 


ing equipment for the beverage industry, recently 


introduced a new Case Cleaner at the A.B.C.B. Ex- 
position held in Chicago. 





The standard model Taylor Case Cleaner is 72” in length 
and 44” wide. It takes a supply of one C.F.M. at 60 plus 
pounds pressure. The height of the unit is adjustable 
with a minimum of 30” at conveyor infeed and outlet. The 
Taylor Case Cleaner is distributed by Bottlers Appliances 
Inc., of Salisbury, N. C. 





This new unit has several features which should 
have interest for soft drink bottlers. The Taylor 
Case Cleaner is capable of receiving cases to be 
cleaned from the live conveyor, which can handle 
up to twenty cases per minute. Each case receives 
two dumps, two shakes and loose dirt and dust are 
pulled into a cloth bag by means of an air blast 
and vacuum unit attached to the machine. The trash, 
heavy dirt and broken glass fall into a trash tray 
at the bottom of the machine. This double action 
of two dumps, shakes and air blast, is claimed to 
dislodge more dirt without damage to cases, cartons 
or case partitions. 

A unique carton hold down device allows cartons 
to leave case in two positions, so that loose dirt 
under them can be freed and blown out. An op- 
tional feature, available at a small additional cost, 








NEW MODEL HYDROLIFT 


The announcement of a new model to their line of Hydro- 
lift truck has been made by Lift Trucks, Inc., Cincinnati 
14, Ohio. Specifically designed to handle narrow skid 
platforms for tiering to heights of 108” in crowded areas, 
the new model “HHP” has similar features as the Model 
“HH” previously offered. The powered telescopic lift can 
be used for tiering up to 2,000 lbs. Operating in aisles 
where space is at a premium, the truck will prove its 
versatility in handling skid loads and doing other jobs 
such as loading trailer trucks, etc. Initial low cost is 
claimed for this unit. 








the Lo-Will Case Insecticide Spray unit, can be 
built into the Taylor Case Cleaner. An odorless 
insecticide, which has been approved by the U. S. 
Department of Agriculture, is available to kill, on 
contact, those insects that build nests in cases when 
they are out of the plant. By spraying cases and 
cartons before they leave the plant, the bottler is 
able to eliminate the source of much insect trouble 
in which cases bring insects back to the bottling 


plant. 


Post High Speed Eiectronic Counter 
Available to Bottling Industry 


A new 12-page catalog covering the Decitron 
Electronic Counter developed and manufactured by 
the Post Machinery Company of Beverly, Mass., 
has just been published and released by the com- 
pany. 

Developed to meet the production needs for an 
accurate, high speed counter, the Post Decitron 
unit is equipped with a revolutionary electronic 
tube which contains no filaments or heating ele- 
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ments. This cold cathode single unit tube is far 
superior to any tube previously used in any count- 
ing circuit. Life expectancy is claimed to be ten 
times greater than conventional electronic tubes. 


Decitron tubes are available in one, two or three 
master-tube combinations. Each additional Deci- 
tron tube increases counting range by ten times 
per second. A single Decitron, or 1 tube unit, counts 
up to 20 units per second; double Decitron tubes 
up to 200 units per second. By adding an external 
circuit, counters can operate a solenoid or warning 
signal for every ten units. 

With over 50% of the tubes and component parts 
eliminated, counter maintenance requires stocking 
only two tubes. A single Decitron contains but four 
tubes. 

Post Counters are available in many combina- 
tions, dependent upon specific counting needs and 
a Post Preset Counter, allows the presetting of any 
desired quantity, for example a dozen, so that figures 
shown on the six digit register, automatically in- 
dicate count by dozens. 

Complete information concerning the new Deci- 
tron Electronic Counter and other industrial coun- 
ter equipment can be obtained by writing to the 
Post Machinery Company, 140 Elliott Street, Bev- 
erly, Mass. 


New Style Truck Bodies Speed Loading 


Towmotor fork lift trucks and more than 50% 
palletizing of their yearly production have helped 
the F. & M. Schaefer Brewing Co. of Brooklyn, 
N. Y. keep up with the skyrocketing demand for 
their famous brew. 

Because the results were so amazing—in one 
instance alone, by speeding loading and carrier 
turn-around, Towmotors cut the number of delivery 
trucks needed by 15°9%—that Schaefer engineers 
went right to work developing a radical new truck 
and a novel new trailer to take full advantage of 
Towmotor speed and efficiency. 

Whereas the conventional truck body has one floor 
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level, the distance of which from the ground is 
governed largely by the height of the wheels and 
differential, Schaefer’s new route truck has two 
different floor levels. The floor over the differential 
is 40 inches from the ground, but those fore and 
aft are only 25 inches. Thus, about two-thirds of 
the area of the truck floor is 15 inches lower or 
closer to the ground than in old style bodies. Also, 
the truck can be loaded, or unloaded, from the sides 





Truck users in the soft drink industry will find much of 
interest in Schaefer's new closed trailer which features 
a skate-wheel conveyor system built into the floor. Pallet- 
loads are placed at the rear of the Towmotor, pushed 
further in by each succeeding load, until the trailer is 
filled. 





as well as from the rear. All this has enabled Tow- 
motor to speed loading up to 28 times as fast as 
manual methods could load the conventional route 
truck. Equally important, the lower floor levels have 
made manual handling much easier for the route- 
men, resulting in faster delivery and pick-up. 
Schaefer’s new trailer is just as revolutionary. 
Chief feature is two skate-wheel conveyors which 
run along the floor from the rear to the front on 
either side. A palletload is deposited just inside the 
doors on one of the two conveyors by Towmotor, 
then pushed further in by each succeeding load, 
until both rows are filled. A plywood divider sepa- 


i 





rates the two rows and keeps the loads from catch- 
ing on each other. Full or partial loads are locked 
securely in place with two adjustable steel posts. 
These prevent the loads from shifting. The new 
trailer can be loaded at the rate of about a pallet- 
load-a-minute, a record set by the flat-top type 
trailer which it is gradually replacing. 


Hyster Offers Operator's Booklet 


The fifth edition of the popular “How to Operate 
a Lift Truck” has been published by Hyster Com- 
pany and is now available without charge to all 
members of the industry. 

The two-color cartoon technique used in the book- 
let is designed for easy reading and is packed with 
information about the operation of a lift truck, 
preventative maintenance, safety and basic mate- 
rials handling. 

Prepared for use as part of an operator train- 
ing program, “How To Operate a Lift Truck” is 
slanted for both the beginner and the experienced 
operator. It can be studied individually by the 
operator or used as a guide by instructors. | 

The booklet is currently available from the Hy- 
ster Company, 2902 N. E. Clackamas St., Portland, 
Oregon; or from your nearest Hyster dealers. 


New Lift Truck Catalog Available 


A handy reference guide on material handling 
equipment is now available in the #35 Lift Trucks 
catalog available from Lift Trucks, Inc., 2425 Spring 
Grove Avenue, Cincinnati 14, Ohio. 

Offered without charge, this new catalog illus- 
trates various features, sizes, models and specifica- 
tions on single stroke, multi-stroke and hand electric 
power lift trucks. 









“CUSTOM-BUILT” . . . to meet your needs ! 


Bottle washing problems differ. That’s why NIAGARAS 
are “custom-made” , .. with over 20 years of specialized 
experience in bottle-washing requirements. . . . There’s 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters water 
every few minutes and discharges contamination. Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


225-27 FIRST STREET 








TOLEDO 5, OHIO 











New Line of Powered Hand Trucks 
Announced by Clark 


The Clark Equipment Co. has made known the 
production of a complete new line of powered hand 
trucks for materials handling. Designated the 
“Powrworker 26” line, these trucks are the result 
of a very thorough analysis of user requirements 
and development through several years of fields ex- 
perience. 





Highlights of the “Powrworker 26” manufactured by the 
Clark Equipment Company, Battle Creek, Mich., include 
a short overall length, maximum load stability, and sev- 
eral distinctive safety features. Improved safety aids and 
easy steering are other advantages found in these 
powered hand trucks. 





The “Powrworker 26” has an overall length 
shorter than any other standard truck on the mar- 





ket, according to Clark. This was accomplished by 
reducing the maximum “lost length” to 26 inches. 
This results in a truck only 26 inches longer than 
the length of the load which can be carried. 

A low center of gravity, giving the truck a high 
degree of load stability, was gained by locating the 
battery in an underslung position close to the floor. 
Stability is increased by the use of a drive wheel 
10% inches in diameter and 6 inches wide, driven 
by a high torque, series wound motor geared di- 
rectly to the drive wheel axle through a double re- 
duction of spur gears. All gears are drop forged 
alloy steel, heat treated and crown shaved for quiet- 
ness and long life. The complete gear train is 
mounted on ball and roller bearings and operates 
in a totally enclosed housing in a bath of oil. 

The “Powrworker 26” line offers maximum ac- 
cessibility for service. All operating units are read- 
ily available without dismantling the truck when 
service is required. The drive wheel is provided 
with a standard 1014”x6”x5” I. D. tire, available 
anywhere, and is quickly demountable. Simple me- 
chanic’s tools are all that is necessary, eliminating 
the need for hydraulic press fits. 

All hand trucks in the “Powrworker 26” line can 
be ridden by the operator. The complete line includes 
low lift Pallet and Platform Trucks in both 4000 
and 6000 Ibs. capacities; Telescopic Tilting Ford 
Trucks in four base capacities of 1500, 2000, 2500 
and 3000 Ibs., all at 24” center line or 48” load 
length; as well as a walk-it or ride tractor designed 
for either slow or high travel speeds. 


New Brochure Details Electric 
Fork Truck 


A smartly designed two-color, four-page brochure, 
detailing its newly-developed 2000-lb. capacity fork 
truck, has been released by the Elwell-Parker Elec- 
tric Co., Cleveland 3, Ohio. 

Called the “Cargo Scout,” the truck is electric 
powered and designed for handling loads in con- 
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fined areas at maximum speed. It is a compact 
vehicle with short wheelbase and 360 degree steer- 
ing to permit maneuvering in narrow aisles and 
inside trailers. 

The electric operation of the truck eliminates 
harmful exhaust fumes, permits faster accelera- 
tion in stop-and-go service and cuts out fuel waste 
while the truck idles. On jobs where the operator 
must get on and off the truck frequently, the end 
control feature provides extra convenience. 

The literature available without charge contains 
many photographs showing the “Cargo Scout” in 
a variety of applications. Copies of the brochure 
may be obtained by writing directly to the Elwell- 
Parker Electric Co., 4205 St. Clair Ave., Cleve- 
land 3, Ohio. 


Offer Expanded Truck Body Service 


All branches of Stewart & Stevenson Services are 
now equipped to provide truck body services, A. B. 
Grant, head of Stewart & Stevenson’s truck body 
division, has announced. 

S. & S. branches are located in Lubbock, Odessa, 
Dallas, Corpus Christi, San Juan and Wichita Falls. 

This service is being made available through all 
branches as a part of the expansion of Stewart & 
Stevenson’s truck body division, Mr. Grant said. 
The high quality workmanship and materials which 
were formerly available only through the Houston 
headquarters will now be available to Stewart & 
Stevenson customers everywhere, he added. 

Stewart & Stevenson’s truck body division has 
over 50 years experience in the transportation field 
and specializes in the design and manufacture of all 
types of steel and durable, light-weight aluminum 
truck bodies for every industry. 


Model "KHQ" Single-End Bottle Washer 
Described in New Bulletin 


A single-end washer for handling quarts, pints 
and splits is featured in a multi-color, 8-page bul- 
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(Offer is good in U. S. and Canada only.) Syrup is available for testing 
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letin just released by Cherry-Burrell Corp. No 
adjustments have to be made on this washer when 
changing from one size bottle to another. Also, 
bottle breakage is eliminated through the use of 
ejector fingers that gently place the bottles on a 
stainless steel “set-up” plate. 

Well illustrated with cut-away and sectional views 
that graphically describe step-by-step operation of 
the washer and show how water is recirculated and 
strained, the Bulletin G-491 may be obtained by 
writing to Cherry-Burrell Corp., 427 W. Randolph 
Street, Chicago 6, III. 








ROLLER CONVEYOR MOUNTED LIKE A DRAWBRIDGE 


Built by the Alvey Conveyor Manufacturing Co., St. Louis 
24, Missouri, this roller conveyor permits use of the unit 
in congested areas or in aisleways where free passage 
is required for workers or trucks. The hinged section is 
counterweighted for ease of tilting and offers a practical 
solution to the problem of installing conveyors in busy 
areas with traffic problems. 
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NEW FORK LIFT TRUCK OFFERS FUEL ECONOMY 


Baker's Gas-O-Matic fork lift truck, introduced this year, 
uses no clutch or gearshift, no controllers or resistors. The 
gas engine and electric transmission system provides 
unique new power source which, according to Baker en- 
gineers, is claimed to cut fuel needs by 40%. 
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The tremendous demand for 
Quinine Water did not catch alert 
beverage bottlers unprepared. 
They naturally turned to WORLD 
TANDEM LABELERS to providethe 
continuous, uninterrupted capacity 
and the clean, high quality labeling 
that such a specialty required. 


- ig 


White Rock 


offers an excellent example. A quality label on a 
quality product, White Rock Quinine Water, called 
for TANDEM labeling. 





VA World Tandem Labelers are available with one, two, 
three, four, five, or six labeling units to handle from 
75 to over 350 bottles per minute. Tandem units are 
readily added as production increases develop. 


The Tandem applies body labels, neck labels and 
foil if desired. It assures full production since one 
Tandem unit may be shut-down while the others tem- 
porarily take the full load. 


Write for recommendations and estimates covering 
your labels, your bottles, your production needs. 





\N THEY Go 


to the 5-Unit Tandem 
Labeler at White Rock 
Corporation's Brooklyn 
bottling plant. 
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OUT THEY coM 


all dressed up and ready to 
help sell White Rock Quinine 
Water. 


ECONOMIC MACHINERY COMPANY 
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The Menace of Concrete Dusting 


A new easy-to-apply liquid chemically hardens 
concrete floors and increases resistance to wear 


and dusting of floor surfaces. 


Fas startling and romantic progress of the auto- 
motive industry ... 
every other colorful endeavor of American ingen- 
uity, is common knowledge to most of us. Although 
unheralded, industrial flooring manufacturers and 
engineers have progressed: equally as well in coping 


field of aviation and almost 


with and staying abreast of the demands of modern 
industry. 

If one were to take a survey of existing floors 
throughout the bottling industry, we would find 
the economy and durability of concrete floors pre- 
dominant. This popular type of flooring has the 
ability to withstand heavy concentrated loads, vi- 
brations of machinery, movement of indoor vehicles 
and above all the resistance to endure excessive 
foot traffic. 





For over 30 years... FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - -- - THESCO 


—two favorites with bottlers who want the best! 
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by J. MIATA 


Sales Promotion Department 
A. C. Horn Company, Ine. 


Unfortunately, every known substance reaches a 
saturation point and fails to function properly. In 
the case of concrete floors the menace of dusting 
appears. Authorities attribute this form of surface 
disintegration to voids left by the evaporation of 
excess water in concrete mix and to the presence 
of lime formed by cement hydration. Visual proof 
of this deficiency can be seen with the aid of a 
magnifying glass at close scrutiny. The surface 
will appear erupted and full of small craters. Con- 
sequently, small particles of cement and sand dis- 
lodge from the surface and are pulverized still 
smaller by the movement of local traffic. 

The destructive process is launched by working 
personnel and moving vehicles assisting the loose 
cement dust to become airborne, causing inestimable 
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The economy and durability of concrete floors in bot- 
tling plants can be further enhanced through the use 
of chemical liquids which can be applied without any 
skill or experience. Simple to apply. they serve to 
harden the porous concrete surface and prevent dust- 
ing from abrasion. 





damage. These floating minute particles can easily 
land on machine bearings and other moving parts, 
causing friction that will later necessitate costly 
repairs. 

Unprotected workers can readily inhale this float- 
ing dust which is apt to cause respiratory irrita- 
tions and smarting of the eyes. Cleaning and main- 
tenance becomes a laborious and expensive task. 
When disintegration has advanced, additional jani- 
torial workers are needed to control this menace. 

Yet, sweeping procedures are somewhat ineffec- 
tive simply because the movement of most cleaning 
implements sends it aloft again to settle on higher 
levels. Now let us consider the most important 
detrimental factor. In the course of a days produc- 
tion, liquids and other merchandise are exposed, 
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enlarging the threat of spoilage due to falling dust. 

Virtually, everyone is aware of the objectionable 
features associated with this problem and could 
cite many more distasteful experiences that do not 
appear in the foregoing. I have heard cases where 
building owners became so harassed and disgusted 
with such conditions that they would ignore the 
expense of reflooring right over the concrete with 
wood or certain types of asphalt toppings. 

Manufacturers of Floor Maintenance Materials 
have accepted the challenge of arresting this con- 
dition and as a result countless hours of research 
developed Magnesium and Zinc Fluosilicates solu- 
tions that have successfully solved this problem. 
The formulated liquids can be applied without any 
effort or skill whatsoever. As stressed by manu- 
facturers’ instructions, only a thoroughly clean and 
virgin surface will react to this type of floor hard- 
ener. 

This is what takes place when a liquid application 
comes in contact with the concrete surface. A gravi- 
tational penetration begins depositing the formulae 
into the pores and structure to an impressive depth. 
The chemical reaction forms a crystalline mass. The 
crystallization tends to anchor every particle of 
cement and other properties into a dense and flint- 
like surface. 

The treated floor now enters into another cate- 
gory of efficiency. Total dusting from abrasion is 
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CHOCOLATE SODA IN BOTTLES 


The Only Real Chocolate Carbonated Drink — Finest 
Quality — Good Profit Maker — No Special Bottling 
Equipment Needed — Public Accepted — Franchises 
Available. 


for complete information write direct to: 


CHOK-A-FIZZ PRODUCTS CO. 
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effectively eliminated, and to a certain degree the 
spillage of acids, salts, alkalies, oils and syrups 
have no adverse effect on the newly treated floor. 

The applications of these formulated liquids are 
so simple that anyone who can handle a mopping 
implement can produce a professional job. Merely 
flush the solution over the clean, dry floor, using a 
soft floor broom, rubber squeegee or mop. 

Flush equally over area being treated, making 
certain that the entire area is saturated. A second 
coating is advisable upon drying of the initial coat. 
After application of second coating is fairly dry, 
the surface should be flushed with clean water, using 
a stiff bristle floor broom to remove excess white 
crystal deposit. The covering capacity depends on 
the porosity and condition of the surface. Under 
normal circumstances 100 square feet of surface 
should absorb a minimum of one gallon of solution. 

This method of concrete hardening has been time 
proven and widely accepted by all phases of Ameri- 
can industry. 


Offer Durable Rubber-Base 
Enamel For Bottling Plants 


Resistance to 29 destructive acids, alkalies and 
corrosive chemicals used or encountered in many 
industries, is claimed for Metakote rubber-base 
enamel, made by the Tropical Paint & Oil Co., Cleve- 
land. 

While it was formulated primarily for use on 
machinery and metal surfaces, Van M. Darsey, 
President, states that it can also be successfully ap- 
plied on nearly all non-metallic surfaces, old and 
new. He reports that Metakote has exceptional re- 
sistance to acids, caustic soda, ammonia, and other 
chemicals. 

Actual tests have shown that Metakote-painted 
panels immersed in 5% caustic soda solution at 
77 degrees F. for more than 400 hours showed no 
damage to the painted surface. This feature has 
proved especially useful in the food processing and 
bottling industries, where machinery and equip- 
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ment are better protected and possible product con- 
tamination is avoided. 

For brush application only, Metakote dries to a 
smooth high-gloss finish. Equipment painted one 
day is returned to service the next day. 

Additional information concerning Metakote and 
Metakote primer and colors is available from 
Tropical Paint and Oil Co., Cleveland 2, Ohio. 


Reconditioning Plant Equipment 
By Wet Blasting 


With scores of parts in plant equipment requir- 
ing periodic cleaning, plant engineers have had 
reason to look for mechanical methods of accom- 
plishment. Frequently parts of machinery and pro- 
duction equipment need to be freed of carbonaceous 
scale, rust and other surface contaminates to avoid 
break-downs. ; 

The cleaning problem is made more difficult be- 
cause many of the parts are built to close tolerances. 
As a general rule, manual methods have been used 
for this cleaning, although sometimes chemical 
cleaning agents have also been employed. 

In an effort to decrease maintenance costs and 
speed cleaning processes, engineers have turned to 
the wet blasting process. This process consists of 
throwing water-suspended abrasives at the work by 
compressed air. Cleaning is rapidly accomplished, 
and all areas on a machine part receive the same 
uniform cleaning and finish. It is particularly ap- 
propriate for cleaning problems where holes, 
pockets and other recesses make it difficult to clean 
parts. Grinding lines, surface scratches, nicks and 
other defects are completely blended out. 

Through the use of the Liquamatte wet blasting 
machine manufactured by American Wheelabrator 
& Equipment Corp., Mishawaka, Indiana, surface 
abrasion in cleaning is easily controlled, since only 
fine-mesh abrasives are used. Usual size for this 
application is 325 or 140 mesh. Sharp edges or 
corners, thin-walled sections, holes, or recesses re- 
main undamaged. Dimensions are easily held to 
.0001 when required. 
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Hot Spray Lacquer for 
Truck Refinishing 


The advantages of lacquer in automotive refinish- 
ing have now been combined with the added advan- 
tages of Hot Spray lacquer finishes to produce 
systems that offer higher solids, fewer paint coats 
and finishes that boast superior toughness and 
adhesion. 

Of particular interest to the large bottler who 
maintains his own auto refinishing shop, is the 
important fact that the capacity of the entire 
finishing department can be increased up to 50% 
with Hot Spray Lacquer systems. 

In this, refinishers are joining many other users 
who already have adopted the technique of applying 
hot lacquer on automotive parts. Every user, large 
or small, reports lower costs, greater capacity and 
better-quality truck finishes. 

As a means of evaluating and establishing simple 
standards for comparison, the bettler concerned with 
truck refinishing can take any old fender, or any 
other metal area for a test panel. Prepare it as you 
would refinish any fender job—derust, clean, prime 
and sand. Then take an ordinary lacquer, thin it as 
usual, set your gun, and spray as you normally 
would. Put on the same number of coats you usually 
do with cold lacquer, and let it dry. Keep track of 
the time you spend in this simple refinishing 
operation. 

For the purposes of this test, take the same 
lacquer, and same regular thinner, only instead of 
one part lacquer and two parts thinner, use one part 
lacquer and one part thinner. Heat the mixture to 
160 degrees F. (place in a hot water bath if a special 
heater is not available . . . do not expose to an open 
flame). Then spray the mixture while it is hot exactly 
as you did in the first test. Even with this crude 
imitation of good hot-spraying practice you will 
notice a marked improvement in ease and speed of 
spraying and in the quality of the work. Chances 
are the one-coat hot-sprayed lacquer will stand head 
and shoulders above the first test for quality, depth, 
gloss and luster. Compare the saving in time and 
you will probably be sold on hot-spray systems. 


The secret of hot-spray lacquer is in the use of 
heat, instead of extra solvents. Heat makes the lac- 
quer thinner and it can be sprayed with ease and 
speed. When mixed with a small amount of the right 
kind of special thinner and heated to the right tem- 
perature (155 to 165 degrees F.) the lacquer sprays 
perfectly, yet cools down on its way to the work 
surface so that it flows together into a full, thick, 
almost self-supporting coat. 

Here are some advantages of Hot Spray lacquer 
systems which are worth checking against your 
present truck refinishing materials: 

Hot Spray lacquers offer higher solids with a 
reduction in the number of finishing coats needed 
to paint a truck. They reduce solvent consumption 
and eliminate almost entirely the problem of blush- 
ing during hot, humid days. The tendency to sag 
and run is minimized and the finish has better flow- 
out. Toughness and adhesion are frequently im- 
proved. 


An Efficient Body Shop Can Keep Your 
Trucks in Top Condiiton 


Of the vast fleet of red Coca-Cola trucks kept in 
constant operation by the Coca-Cola Bottling Co., 





The first step in preparing trucks for painting is rough 
sanding for the primer coat. The final finish is only as 
good as the initial preparation in sanding and cleaning 








Fowler 


Dependable Equipment 
THAT QUICKLY PAYS FOR ITSELF 


The low initial cost of Fowler bottling equipment plus long years of 
dependable service add up to savings that are more than equal to 
the purchase price of these appliances. 


@ Cooler Paint Remover 

@ Crown Hopper Contro! 
@ Syrup Pump 

@ Empty Gas Drum Signai 


@ Case Painting Machine 

@ Case Printing Machine 
@ Case Rebanding Machine 
@ Bung Puller 


Write Today for Full Information on These Appliances 


BOTTLERS APPLIANCE CO., Inc. 


675 Pulaski Street Athens, Georgia 








ALT tzmon 


5 STAR Half Lime and Lemon has that 
fruity zip and tang that pleases and re- 
freshes every customer. Make this test. . . 
write for generous free sample and you'll 
\ discover why 5 STAR Half Lime and Lemon 


A TASTE 
TEMPTER! 
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samples. 


BOTTLERS SUPPLY CO. 


3359 St. Clair Ave., Cleveland 14, O. 
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[autre APPLIED COLOR LABELS 





of Los Angeles, the Body Shop maintained by the 
company has over 150 trucks yearly in “Sick Bay”. 
Hits and near-misses come out looking as though 
they had just come off the assembly line, and the 
new trucks ... arriving in an unfinished state... 
roll off proudly displaying their new red coats. 

With more than 300 pieces of rolling equipment, 
the Body Shop is a vital department of the company, 
and maintains the trim shiny appearance of the 
Coca-Cola trucks. Here are a few illustrations which 
point up why the Body Shop is an important cog 
in the smooth-running company machinery. 





After application of the primer, the next step involves wet- 
sanding to prepare a smooth, clean surface for the finish 
enamel. 





The polished chrome trim and glass are carefully masked 
before spraying the final paint coat with the spray gun. 








Anchorglass 
BEVERAGE BOTTLES 


All Standard Styles 
and Sizes 

in Crystal, Amber 
and Green 
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National Bottlers’ Gazette 
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NAMES IN THE NEWS 
(Continued from Page 81) 





Company of Alexandria, Virginia. Both promotions 
are effective immediately. 

Mr. McCaffrey, who was sales manager for Pepsi- 
Cola in the Philadelphia area, has been with Pepsi- 
Cola since 1939. 


National Fruit Flavor Co. 

The National Fruit Flavor Co., Inc., New Orleans, 
has appointed Herman E. Kornblum as sales repre- 
sentative for the company. 

Mr. Kornblum’s sales territory will include Ohio, 
Kentucky and West Virginia, according to an an- 
nouncement made by Ira B. Harkey, President of 
the company. 





R. J. COLVIN WINS OAKITE SERVICE AWARD 
John A. Carter (left), president of Oakite Products, Inc.. 
presents the 1953 D. C. Ball Award to R. J. Colvin, Syra- 
cuse, N. Y., representative of the firm, one of the nation’s 
leading manufacturers of industrial cleaning and related 
materials. The award, presented annually in memory of 
the firm’s founder to the Oakite representative who has 
rendered exceptional service to industry, was made at 
the regional technical-sales conference held at the Hotel 
Roosevelt in New York in December. 

STANDARD 


(Ye Liner 
, For Brisk Weather 


Sales of High Quality FLAVORS 
GINGERS *« CREAM « LEMON 


Labels and crowns available for sugar-free beverages. 
Quinine Water—! Oz. Crowns available tor Quinine 


We also feature the complete Conron line. 
a Full line of Soda Water Flavors. Write for Samples & Prices 


A 4 
Y\¢ LAAL ULL 


a 





Sets the 


“LW. 20 ti st. New Zork LN 
“THE GINGER HOUSE” 





February, 1954 


Chas. Pfizer & Co. Elects New V.P.'s 


Promotion of a vice-president and selection of 
two new vice-presidents at Chas. Pfizer & Co., Inc., 
has been announced by John E. McKeen, company 
president, following the December meeting of the 
Board of Directors. 

Officials involved include: Vice-President John .|/. 
Powers, Jr., named senior vice-president; Jasper 
H. Kane, director of research and development, 
named a vice-president; Thomas J. Winn, general 
manager of Pfizer Laboratories Division, named a 
vice-president. 

Mr. Powers, a graduate of Georgetown Univer- 
sity and Yale Law School, joined Pfizer in 1941 as 
head of the legal department. He was made assis- 
tant to the president in 1945 and four years later 
was elected secretary and a director of the company. 
He was elected a vice-president and member of the 
executive committee in 1951. 

Mr. Kane, a graduate of Brooklyn Polytechnic 
Institute, has been associated with Pfizer since 1918. 
A leading authority in the fermentation research- 
production field, he has held a series of important 
company posts including director of bio-chemical 
research and production, before assuming his cur- 
rent duties as director of research and development. 
He was elected to the board of directors in 1949. 

Mr. Winn, who attended Creighton University in 
Nebraska, had a wide background of experience in 
the pharmaceutical field prior to joining Pfizer in 
1950 as general manager of Pfizer Laboratories, its 
ethical pharmaceutical division. He was elected to 
the board of directors in 1952. 


Warner-Jenkinson Mfg. Co. 

Appointment of Dan Mellilo, as Assistant Chemist 
in the Extract Department, has recently been an- 
nounced by Warner-Jenkinson Manufacturing Com- 
pany of St. Louis, manufacturers of Red Seal ex- 
tracts, vanillas and certified colors. 

All new extract laboratory facilities have recently 
been completed as a part of the current Warner-Jen- 
kinson expansion program, and Mr. Mellilo will 

















a 


BEVERAGE | CASES | 


manufactured in any style or size to specifications 
for all your delivery needs. 
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“SALESMAN OF YEAR” PLAQUE PRESENTED TO 
LEONARD M. GREEN 

Leonard M. Green, President of the Dr. Pepper Company, 
named “Salesman of the Year” for 1953 by the Dallas Sales 
Executives Club, receives a special plaque from Leo Shoe- 
maker, club president. In addition to heading the organi- 
zation’s 2,000 salesmen and almost 400 local bottlers 
across the country, Green is also president of the Dallas 
chapter, American Red Cross and active in a long list of 
civic activities. 





work in these new quarters as assistant to J. M. 
Blatterman, Extract Department Chemist. 


California Container Corp. 

John G. Robinson, Chairman, California Container 
Corporation, a wholly owned subsidiary of Con- 
tainer Corporation of America, has announced the 
appointment of William P. Peters as General Man- 
ager of the company’s Northwest folding carton 
plants at Portland, Oregon, and Seattle, Washing- 
ton, with headquarters in Seattle. 

Also announced were the appointments of Eugene 
H. Thomas as Sales Manager of the company’s Los 
Angeles shipping container division, and of Walter 
L. Sweeney as Assistant General Manager of the 
company’s Los Angeles shipping container opera- 


tions. 
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for any stacking or 
warehousing problem, 
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FOR SALE 


Business Opportunities, Bottling Establishments 











SPECIALS!! 


5M cases 6 oz. NUTRI COLA Bottles. 

1M gross 8 oz. plain bottles, flint and 
emerald green. 

10,000 cases 7'/2 oz. attractive ACL 
sodas. 


10,000 full-depth paper-partitioned 
cases for tall 12-oz. bottles. 


AIDMON 


BOTTLE & SUPPLY CO., INC. 
7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 











Chas. S. IACOBOWITL Gorn. 


3071 MAIN-ST - BUFFALO 14. N Y.- AMHERST 2100 


WE ARE STILL 
IN BUSINESS! 








Yes, after 40 years we are happy to still 
be of service to our many friends 
throughout this country and abroad. 
Our export warehouse in Brooklyn is 
functioning perfectly—our general of- 
fices and factory are still in Buffalo, 
N. Y., and we have the largest inventory 
of good, used fillers, bottlewashers, 
labelers, syrup-room equipment, satura- 
tors, etc., in our history! 

Our services include the purchase of 
your idle equipment—the sale of late 
model equipment that you might need, 
some of which is brand new and never 
been used, some of which is a year or 
two years old—our prices are approxi- 
mately 50% and in many cases less than 
50% of new—delivery in most cases are 
immediate, and if you desire we can 
also furnish installation services. 
Remember too, we are headquarters for 
canning equipment—so whatever your 
requirements, come to Jacobowitz and 
allow us to be of service to you, as we 
have to so many other “Lifetime” 
friends for more than 40 years. 

We definitely are going to continue in 
this business, because we have complete 
confidence in the future of the beverage 
business here and abroad, providing 
bottlers note the trend and use only 
late model, modern equipment and save 
labor costs as much as possible. 
P.S. Incidentally, we have in our stock, 
several Standard-Knapp automatic 
case packers. 


Seruing American Dudustry far over FO Years 





FOR SALE.—Newly established plant in Vir- 
ginia, bottling flavors and lemon-lime drink; two 
trucks, equipment in excellent condition; territory 
excellent, wide expansion possibilities; have other 
commitments, sell less than inventory. eye | 
GIRAL DI, 111 W. Main St., Bedford, Va.—1.- 





FOR SALE. Complete bottling plant equip- 
ment, used four years; good condition, some like 
new, clean, painted; used less than four years ; 
priced to sell; Dostal-Lowey washer, Cem 14 filler 
and syruper, Cem saturator, Liquid 15 head mixer, 
2 Freon water coolers, Liquid and Uni-Temp., 1 
Model C Dixie, Cleaver Brooks steam boiler and 
burner, 15 horsepower: syrup tank, accumulating 
table, and necessary bottle and case conveying 
equipment; spare parts; COCA-COLA BOT 

NG CO., 1900 First Avenue, North, Moor 
head, Minnesota. 1.-1 


FOR SALE.- Soft drink bottling plant in South 
Carolina; sales over 100,000 cases annually, 5 
trucks, complete plant equipment, netting $12,000 
per year; for sale due to other interests; price 
$55,000; BOX No. V.G. 891.—2.-3. 








FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 

FOR SALE. Complete line of replacement 
parts for Shields filling machines; also rebuilt one 
and two head hand feed machines and one head 
automatics ; E VATKINS, 1210 Prospect 
St., Castle Shannon, Pittsburgh 34, Penn.—1.-6 


FOR SALE.-—-5 wide Universal washes fully 
covered; 250 gal. R. D. carbonator; C-5F20 5W 
5 h.p. rege ; #904 R. D. ped Phas 70 to 45 
degrees; 15 head R. D. left hand mixer pts. and 
qts.; 36” accumulating table, 1 h.p. motor; 6 h.p. 
syrup filter pump; C. S. 20 600 gal. per hour dé 
clorinator; F. S. 20 600 gal. Quik Kleen filter; 
100 gal. tinned brass body; 27" stainless steel 
chain and two bends; 300 and 200 gal. Lomax 
side agitator tanks; 2-100 gal Fotnen storage 
tanks; this equipment is in excellent condition and 
may be had at half the original price; A. T. 
MATTILA, 408 So. 10th, Walla Walla, Washing 
ton Buta 


FOR SALE.—To liquidate partnership under 
court process, successful, operating cola and soft 
drink bottling works complete, including machin- 
ery and inventory; part of mi achinery under lease, 
not owned; inquiries courteously answered ; 
ROLAND G. RUTLEDGE, RECEIVER, 516 
North Euclid Ave., Ontario, Ca lif.—2.-1 


FOR SALE.—1 Dixie model D No. 6106; 1942 
ton and a half Chevrolet four decks, capacity 132 
cases, will take bottles 814” tall; 30 gal. stainless 
steel syrup tank with lid; syrup making machine 
with % hp. motor; 1 Jacob House syrup filter, 
never used; 49 gr. 10 oz. bottles in original car 
tons, and 69 gr. in half depth shells; these bottles 
ire 814” tall one 2%” in diameter; BIRT BOT 
[LING CO., 523 So. Madison St., Muncie, In- 

1 


diana 2 


FOR SALE.—O & J liquid rotary labeler with 
Reeves drive completely overhauled, will be fitted 
for your bottle and label; 1 four disc syrup filter; 
L complete ultra-violet ray ater sterilizer with 
controls; MICELI EQU [PMENT CORP., 20388 
Bergen St., Brooklyn 33, 2.-1 

FOR SALE.—Washer, Sturdy-Bilt, 6 wide, com 
pletely reconditioned 90 case per hour; quarts to 
splits; replaced with larger equipment; P.O. BOX 
206, Aberdeen, So. Dakota 2.-1 


FOR SALE.—Pump and motor for 75 cph D & 
L. washer, 3 phase 220¢440 volt: practically new; 
price $125.00; FIRSTENBERG BOTTLERS 
EQUIPMENT CO INC., 301-307 Powell St., 
Brooklyn 12, N.Y.—2.-1 


FOR SALE. 


Liquid Red Diamond model 900.5 
tes with carrier 7% hp compressor excellent 

litic ry reasonable: FIRSTEN BERG 
BOTTI ERS’ EQUIP CO., INC., 301-307 Powell 
St., Brooklyn 12, N. Y 2.-1 


FOR SALE.—Meyer Dumore 12w4cO washer in 

od running condition; available in March 194; 
must move, od buy; FIRSTENBERG BOT 
TL ERS’ EOU IP co.. IN¢ 301-207 Powell St.. 
Br a 1 


oklyn 12, N.Y 2 








CLASSIFIED 
ADVERTISING 


FOR SALE.—Cem 20 filler; Cem mixer, 6 head 
tumbler type; Cem Carbonator; Cem accumulating 
table 36”; General Electric water cooler; 8 wide, 
double end, Liquid Super Klean bottle washer; 
replaced with larger equipment; available for im- 
mediate delivery; equipment in good condition; 
NEHI BEVERAGE re. ect Isaacs Avenue, 
Ww alla Walla, Washington. be i 


FOR SALE. —-1 4 compartment 12-wide Meyer 
washer in good operating condition; 1 40 spout 
Liquid filler; both of these units ran steadily, until 
December 3ist at which time they were taken out 
for a larger equipment installation; GOLDEN 
AGE BEVERAGE CO., 600 E. Exchange St., 
Akron, Ohio.- 1. -tf, 

FOR SALE. —2 Liquid bottling leas: 16 wide 
4 compartment 1 hydro soakers; 1 Filler low head 
splits only; 1 regular Filler; crowner on same 
base, 30 head mixers; unscrambler tables; both 
lines in operation; 1 for immediate delivery other 
February 1954; RALPH A. CATHEY, NOR- 
FOL _ COCA-COLA a ih hay WKS. INC., 735 
Duke Se., Norfolk, Va.—1. 


FOR “SALE. 50 Meyer Cone can Gilling ma- 
chine in excellent condition; also for sale 6 
trucks, with 152 to 186 case beverage deck bodies 
in good condition; PEPSI-COLA BOTG. co., 
1080 E. New York St., Indianapolis 2, Ind.—.1-2. 


FOR SALE.—One Miller Hvdro. re luxe bottle 
washer rated 150 bpm, serial #109BH1502B: in- 
stalled new in 1949 at a cost of $20,000.00; in 
excellent condition: can be seen in operation; 
CLICQUOT CLUB BOTG. CO., 1027 Marl- 
borough St., Philadelphia 25, Pa.—1.-2 

FOR SALE.—22 spout vacuum filler, & head 
crowner, by U. S. Bottlers Mfg. Co.; 9 plate flash 
pasteurizer; all in good condition and ready for 
operation $1,200.00 for the complete unit; will 
sell separately; one 24” sand and gravel water 
filter complete with fittings; excellent condition 
$75.00; one small accumulating table, complete 
with motor and drive $100.00 all prices f.o.b.; 
[TRU-ADE BOTTLING CO., Berlin, Maryland. 

1.-3 





FOR SALE.—Fillers, crowners, pasteurizers : 
L Horix 28 spout filler; 1 machinery service 24 
spout filler; 1 machinery service 12 spout filler; 
3 jumbo model E 7 head crowners; 2 Walker- 
Wallace pasteurizers; all available for inspection ; 
for full description, age. prices, etc.; write to; 
PAL, INC., P.O. Box 627, West Hyattsville, Md 

1,-] 

FOR SALE.—Purchased a new Cem super 50 
present Cem 40 can be seen in operation: price 
reasonable; PORTO RICO PALE DRY CO., 
1918 Germantown Ave., Philadelphia 22, Pa. 


1.-1. 


FOR SALE.—1 Miller Hydro 4 tank, 120 bot- 
tles per minute; 1, 40 spout Cem filler; 1 Cem 
mixer, 1 Mojonnier, Model 82 Carbo-cooler; for 
further details write: BOX U. Z. 884.—1.-1. 

FOR SALE.—One Mojonnier Carbo Cooler, 15 
hp., 350 gal. cap. 1,000 gal. Cem saturator at 
$800.00; 2.000 doz. plain green 82 oz. bottles. 
$6.00 per gr. BUCKT ER BEVERAGE CO., 2603 
Lapeer St., Flint 3, Michigan.—1.-1 


FOR SALE.—We have approximately 150 used 
Firestone stainless steel half barrels, 15.5 barrels 
capacity ea., with Peerless taps; new barrels are 
not available, but these barrels are available for 
immediate delivery, attractive price. BOX U.P 
S87 1 


FOR SALE.—250 gph. stainless steel saturator, 
used a few months only, immediate delivery at a 


very bargain price, f.o.b. Brooklyn. BOX U.Q. 875 
1.-1. 


FOR SALE.—Yundt 20 wide, 5 compartment 
quart washer, used about 5 years only, located 
New York area; first class condition. BOX U.R. 
876.—1.-1 


FOR SALE.—Due to merger of plants, can shi 
immediately, Meyer Dumore 20 wide, 5 compart 
ment, single floor, bottle washer; used about 10 
years; first class condition; spare parts available; 
inspection invited, subject to prior sale. BOX U.S 
877.—1.-1. 


FOR SALE.—Nine used Mills 400-C cup ma- 
we fh sold in lot only; FOB our warehouse un- 
ed; name your price; write-—COCA-COLA 
BOTTL ING WKS., 1527 Church St., Nashville, 
Tenn t 














SCHOOL 
WILL SELL YOUR BEVERAGES! 


SHARP & co. Inc., 3201 OAK GROVE - DALLAS 4, TEXAS 











FOR SALE 


OSLUND automatic Duplex Rotary labeler, 
unused since it was rebuilt in 1948. Feeds 
right to left. Now set up for body label on 
12 oz. bottles. 


ERMOLD 6-wide Automatic Labelers (3), set 
up for 12 oz. beer bottles. Priced for immedi- 
ate sale. 
PERRY EQUIPMENT CORP. 
1419 N. 6th Street, Phila. 22, Pa. 





February Specials—Drastic Reductions! 


8,000 cts. 24/7 oz. new fit. stippled, one-way. 
5,000 cs. 24/7 oz. sodas "NUTRI COLA", 
7-1/2" ht. 
500 gr. Fl. 7 oz. sodas Itd. "Kramer" 
8-7/8" ht. 
150 gr. 7 oz. Em. Gr. ACL "Cheer Up”. 
200 gr. Fi. new 8 oz. plain sodas, 8-3 /4" ht. 
1,200 cs. 8 oz. Fi. sodas Itd., 8-7/8" ht. 
20,000 cts. 24/8 oz. Em. Gr. sodas, 7-1/2" hit. 
700 gr. Amber 9 oz. ltd. "Red Top" 
9-1/2" ht. 
35,000 cts. 24/12 oz. new FI. one-way bottles. 
20,000 cts. 8 oz. Amber one-way, one name. 
5,000 full-depth cs. 28 oz. sodas, 11-3/4" ht. 
150 gr. 30 oz. ACL sodas. 


I. BASKOWITZ BOTTLE CO., INC. 
1301 Grand St. Brooklyn 11, N. Y. 





PONDEROL 


BROMINATED APRICOT KERNEL OIL 
Sp. G. 1.34 (at 25° C) 
For Samples and Technical Information Write To: 
FOOD DERIVATIVES DIVISION 
a division of 


STEROL DERIVATIVES INC. 
3626 MEDFORD ST., LOS ANGELES 63, CALIF. 














First in FLAVOR 
A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 








We Will Buy (And Seil) At Any Point 


Any Quantity of Emptied 10-Gallon Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
and Also Wooden Kegs, Barrels and Steel 
Drums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. Cleveland 15, Ohio 





National Bottlers’ Gazette 
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about your requirements! 
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_FOR SALE.—1950 model 8 wide, straight line 
BOTTLERS TRADING POST | Ermold automatic labelers with attachments for FOR SALE. Approximately 10,000 cases 
iets | quart bottles, body and neck labels; still being Owenslllinois 7 oz. flint bottles in Owens-Illinois 
operated, available for delivery immediately ; priced half-depth shells painted white; original cost over 
S e 7 c ' A L a8 at fraction of new; in first class pe nag oes be inspec- $2.00 complete, wll sacrifice at less than O0c per 
tion invited in Restore Pennsylvania bottling plant. case; about one third of quantity never used; ° PM 
a BOX U.T. 878.—1.-1. bottles ACL with Mr. Grape; will authorize use 301-307 Rca pesgy ae. ENT CO.INC. 
-- aed of name and trademark; special price for entire - ow +. rooklyn 12, Ne 
eler, ‘FOR SALE.—Liquid 12 spout filler, Fletcher quantity on one sale; wire us collect for informa : y ~ w York 
eeds | 4 wide brush washer; now operating; very good tion; we'll send you sample of bottle and a 
| condition: installing larger machinery; priced to SQUIRT-NESBITT BOTG. CORP., 3282 . 
of on move. SQUIRT BEVERAGE CO., 31 Commerce, Burleigh St., Milwaukee, Wisc.—2.-1. 
Wellsburg, Va. -1, 
FOR SALE.—Complete bottling line, excellent é 
set condition Liquid 12 spout, Universal, Liquid 5 FOR SALE.—Warehouse inventory sale; lot of 
7 wide soaker, water treating tanks, Infilco equip- Alvey chain case conveyor, with supports, chain, 
1edi- ment; 250 gph carbonator, water cooler; splits to motor drives, etc.; one half gal. bottling unit con 
quarts ; many new parts; may be seen in operation sisting of Meyer half gal. bottle washer, Meyer ALWAYS BUYING 
any day; available in February, 1954; priced right wee gal. automatic a, 4 yr crowner and 
| for sale as complete unit f.o.b. CAN ADA DRY orld semi automatic labeler, lot of canning equip- aien sien 
16-wide, 5-comp. Meyer Pint Washer, BOTTLING CO., 28 Liberty Avenue, Massena, ment, consisting of C.C. & S.CQO. and Continental Seda Water Tanks Block Tin pm 
in excellent condition. Bargain priced N. Y.— 1..2. : eS can_unscramblers, Pgh incr) a Move Syphon Tops. Get Our Prices First! r 
for quick sale. Inspection invited. FOR SALE.—Two complete bottling 1 lines, splits ~ rips flat top filler, 4 Jumbo 7 head crowners, RELIANCE LEAD SOLDER & BABBITT CO. INC. 
ae to quarts, recently acquired in our purchase of beelipacats oie label, rigeg Biss labeler ; Ermold semi 
PLANT LIQUIDATION High Rock Bottling Company, one line with Cem wor ag ot ok heap ers, -rmold 8 & 10 wide auto 399 Genesee St. Buffalo 4, N. Y. 
40 filler, the other with Liquid 40 filler; complete matic labelers for pints and quart bottles ; 2 stand . 
6 / pale? SEP - ard Knapp bottle packers 4 lane; one Standard 
12-wi h details on application to PEPSI COLA BOT K 6 I: } ep < ; 
nsi! -wide, 4-comp. Meyer quart washer. TLING CO.. 400 Key Highway, Baltimore 30, Han toed Reokee ol a0 re one , tandard Snapp 
. . ‘ e ( nt ba he ‘ < i! Te Sta ess steel no deposi »0 
an 40 spout Liquid low-pressure filler. Maryland. ATT: Abe Lapide ' tle rinser & unscrambler; lot of gravity and power 
* 7 case conveyors, tanks, pumps, etc.; write or wire 
wey. World Automatic quart labeler. FOR SALE.—Eight baskets, practically new, Jl. S. HERIG & CO., 1089 Parkside Drive, Lake L 
Above still in operation. Inspection for a Ford chocolate retort, dimensions 10%” x wood 7, Ohio, Phone BO-2-8810,.—2.-1. 
Pas a 10%” x 66” long, $75.00 f.o.b., Rochester; P 
invited. stekeinen nent ssecane ak 15 pin ian. aaeer Mines 4 - id a 6 5 I da eit = BOTTLE SPECIALS! 
$50.00 f.0.b., Rochester; 50 gr. 7 oz. standard ACL - : 
Richardson root beer bottles, $4.00 per gr. f.o.b., _ FOR SALE.—Two complete bottling lines con- 20,000 cases Plain flint 12 ounce cap. Miller Hi Life 
} Rochester: 1,000 cases % gal. ACL Richardson sisting of the following; complete 40-spout Liquid shape botties. 102 ounce weight and packed 
"ht. bottles, $.75 per case; seven 10 ft eS 15” bottling line for washing and filling s = to quart 24 to a paper fibre board pass eg 
BOTTLE & SUPPLY co INC Ranid Standard roller conv eyors, DO per ft. bottles, consisting of ; Liquid Super Kleen 8 com- 4,000 cases Plain flint 12 ounce ca beer 
‘“ es e f.o.b.. Rochester. IMPERIAL BE 1V ER AGE Co:,. | partment —12 -wide washer, sons og aecorene>- shape bottles. 12 ounce weight po posked 24 to 
t. 3 234 Orchard St., Rochester 6, N. Y.—1.- | ling table 6 months new attached to washer; 4 @ paper fibre board carton. 
7615 Third Ave., Brooklyn 9, N.Y. spout Liquid low pressure filler, serial #2592; 8- 15,000 cates. plain amber 7 ounce cap. steinie shape 
. : head crowner-combination, serial #616; 20-head . bottles. 10 ounc eight packed 24 + 
BEachview 8-3450 FOR SALE.—Dixie model F, D & L 90 cph siruper; 16-head Miller Kendall high speed_bev- iow tanh cauten ° wie aid 
tles. soaker, Liquid 200 gph carbonator, Alsop syrup erage mixer; 700-gal. Liquid carbonator; 15 hp. 1.2 : - 
pump and filter combination, Ford 40 case rotary Carbo Cooler; Morris air compressor; complete 250 gr. 62 ounce emerald green beverage botties 
er retort with two sets baskets, Roller conveyor with 40-spout Liquid Carbonic bott. line for washing — initial on neck packed in paper crate 
ht. curves, bottle conveyor chain, unreamed Red Rock and filling splits to pints consisting of; Liquid service cartons. 
ane sine payee ro F-6 —— ks with + * — Supe Kleen 4-compartment 12-wide washer, serial The above botties are priced very reasonable. 
odies—low mileage; Kewanee low pressure boiler ; #LS47628; 40-spout Liquid low pressure filler, 
«a all above in excellent condition; subject to prior serial #2777; ; 8-head crowner, serial #787; 20- head Samples on request. 
sale, no reasonable offer refused. J. C. NELSON, siruper; Miller Kendall—16- head high speed mixer; SIGNER BOTTLE SUPPLY COMPANY 
N.Y. JR., Cartersville, Georgia.—1.-1 Liquid accumulating table; 1200-gal. Liquid car- 
bonator; 20 x 20 hp. Carrier water cooler; Worth- Wilstach & Dalton Ave., Cincinnati 14, Ohio 
on ’ ington air compressor; plus; Bell & Gossett 10 hp. 
F FOR SALE.— Approximately 200 gr. white ACL 200 Ib. pressure water booster pump; Hygeia fil- 
eo 9 oz. bottles, all one name, private label with ter unit; sand gravel; Minchar; Norwood Hydrex 
FOR SALE permission to use; $3.00 per gr. for the lot, f.0.b. reactor, model #786 pm 38; all this equipment is 
u J. C. NELSON, JR., Cartersville, Georgia.—1.-1. now being used and can be seen in operation any 
20M 10 oz. Partitions c day of the week, Monday. Seow Friday; this 
: - — , equipment available imme iately; for further in 
WANTED Bie ae" ea id fillers ‘BURNS raat Fe I y formation contact. — MANHATTAN ROYAL 
n spo 1 ( s Nt sLNG MA- . 209, 
Te: 12 oz. Spur Bottles in cases CHINE WORKS, 2229-2239 Kirk Avenue, Balti - a Coe ee eee Ae WE BUY—SELL 
‘ more 18, Maryland.—1.-2. : = si a Nia BOTTLES CASES 
TTLE CO., INC see 
oaag Rory fi ; Any ¢ large & small Quantities. "A 
28 Wasson Street Buffalo 10, N. Y. FOR SALE. — 10,000 half depth, 24 pocket POR SALE.—Mo ba ny type. ... large & small Quantities. “An 
wooden cases, for 12 oz. bottles ; in good shape ; pnt pe ee See exchange can be arranged"— contact 
IF ; om ‘yale d7U d 5 P pe, condition; beautiful stainless steel unit all on one 
puu'e >. 000 never used; stampe 2 ae . r. £epper ; base: new in 1947; no re asonable offer refused; STATE BOTTLE COMPANY 
‘<a ,000 half depth, 24 socket Dr. Pepper cases CANADA DRY BOTG. CO.. N. Sth St. & Cits 
painted yellow; 5,000 half depth, 24 pocket 7 OR Cine Beale Pax 4 cilae de . “ nm 2722 E. 51st St. Cleveland 4, Ohio 
cases painted white. SEVEN-UP BOTTLIN sited ace si aca HEnderson 1-7177 


CO., McCook, Nebraska.—1.-3. 





FOR SALE.—Cem 28 filler, crowner, syruper 


FOR SALE.—One Star Liquid DeLuxe 250 sacrifice for quick sale; $2500.00; Liquid Lifetime 

g.p-h. carbonator almost new.—JACOB ADAMO, SS 500 gph carbonator $750.00; replaced 1953 for 

| INC., 81-83 Prospect St., Stapleton, N. Y.—10.-2. larger equipment; f.o.b. Shreveport; DELAWARE 
& PUNCH BOTG. CO., 509 E. Kings Highway, 








FOR SALE.—1 8-wide Meyer washer from Shreveport, La.—2.-1 
b Oo K Ss A L t splits to qts.; 1 24 snout low "“seneae Liquid BETTER REPAIRS WITH THIS 
filler with 8 head Crown tg | crowner ; 1 Carbo * BEVERAGE CASE NAIL! 


' cooler with 3x3 compressor ; 48 in. dealkalizer ; FOR SALE.—1 12 spout Diamond filler, $300.00 
2500 Cases 7 oz. Half Depth 24's 2 24 in. filter and carbon purifier; 1 40 hp. Cyclo 1 200 gal. Red Diamond carbonator with motor, * 1Y¥2" LONG—12 GAUGE WIRE 
. MN 10,000 Cases 12 oz. Export Shells Therm boiler; 100 flats and Barret lift truck; 1 8 Magic Lifetime, stainless steel $250.00; 2 50 gal * OVAL HEAD—BARRED BODY from head 
naiiaiiel 100,000 Paper Partitions for 12 oz. wide Liquid Superkleen washer; 1 24 spout Red glass lined storage tanks with legs, no valves, $ ; 
200 Gross 12 oz. ACL Tall Sodas Diamond filler; 1 Magic Lifetime carbonator, 500 5.00 ea.; 1 Miller Hydro washer, 120 case _ pet o center. z 
gal. capacity; 1 Magic Lifetime carbonator, 250 sae $300.00 ; equipment in working condition and * CEMENT COATED (Cement coating adds to 
Many Other Style Bottles and Cases to offer. ral. capacity; 1 48 in. dealkalizer; 2 24 in. filter was replaced Aa larger machinery; can be seer 
~ gal. capacity; 1 48 in. dealkalizer; 2 24 in. | ; larger machine an De seen holding power in both new and old wood 
=e ontact us before you buy. and carbon purifier; 1 15 head Liquid cixer; 1 PEF SI COL. BOTG. CO 740 Ballough Rd : + 
int Frigidaire water cooler, 500 gal. capacity; both Daytona Beach, Fla.—2.-1 and provides additional protection against 
* * of these units are in operation and will be available corrosion.) 
ste, bout May 15, 1954; PEPSI-COLA BOTG. CO., * WILL NOT BREAK IF BENT 
. 16 >t na, Ohio.—2 . - , 
ans; = — od any quantity Surplus Bottles, 116-118 Water St., Lma, Ohio , FOR SALE. ) , On Liquid 12 spout filler, * PACKED IN 100 POUND KEGS. Or, 25 and 
. oxes ar ons. equipped to bottle 6, 12, 24 and 32 oz.; one case 
iteel : FOR SALE.—1948 Ermold automatic multiple mixer; and one half-gallon Adriance filler; all in 50 pound cartons. 
PENN BOTTLE & SUPPLY COMPANY tegen wide, model 72, serial eae  aneee. good ra" being replac og witl larger equip Write for sample and prices. 
ent condition rT yargain; ( 4 ment; to be so very reasonabDiy; can be seen in 
’ SODA CO., 42 Emery Street, Springfiell, Mass operation at DAD’S ROOT BEER BOTG. CO., S. ERVIN DIEHL, JR. 
Dhio 5619 Cherry Street Phila. 39, Penna. 2.-1 149 Ceape St., Oshkosh, Wisc.—2.-1 1300 N. FRONT ST. PHILA. 22, PA. 
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PEDO EN Lan aeRO Te STA mE 


FOR SALE.—Sem 40 model A, good running 
condition; 200 gph CC & § saturator; price 
$4250.00 tor both; will also sell separately; FIR- 
STENBERG BOTTLERS’ EQUIP. O., “tive 
301-307 Powell St., Brooklyn 12, N.Y.—2.-1. 


FOR SALE. — Have complete canning equip- 
ment tor soda water tor lease; will operate myself 
on case basis; write; BOX No. V.H. 892. B<1. 


FOR SALE.—1 12 spout Red Diamond filler 
new 1946; 1 5 hp. Liquid stainless steel water 
cooler new 194 ; L Liquid Lifetime stainless car- 
bonator 250 gal. capacity ; complete water treating 
equipment including dealcoholizer; Nuchar_ puri- 
fier, sand and quariz filter; this equipment for 12 
spout line; 1 100 gal. stainless steel storage tank 
with lid; 1 stainless steel by-pass bump pump 48’ 
stainless steel 4%” pipe and fittings; 1 1948 Fed- 
eral truck, 151 in. wheel base, 30,000 miles 10 
long Hesse body, new 1948; 2,000 7 oz. B-1 bot- 
tles and cases Oc complete; 400 32 oz. a.c.l. 
Mission beverage bottles and cases, $1.00 com- 
plete; AVERILL & CO., REALTORS, 128 N. 
Franklin, Decatur, I[llinois.—2.-t.f. 


FOR SALE.—450 gr. 6 oz. Star soda bottles, 
packed 48 to a carton, $1.50 per gross, f.o.b. 
Bloomington, Illinois; BLOOMINGTON COCA 
COLA BOTG, CO., 1103 East Bell St.—2.-1. 


FOR SALE.—1 50O gal. capacity Liquid Life- 
time carbonator machine No. 570192; 1 200-225 
zo stainless steel mixing tank with motor; 1 300- 

5 gal. stainless steel mixing tank te motor ; 
this equipment is ready for delivery; ( ‘IT BOT 
TLING WKS., 815 So. Illinois St., SC iaameais 
2, Indiana. 2-1, 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED.—Representative for middle 
Western and Southern areas soliciting flavoring 
extract concerns to sell flavor bases such as bromi- 
nated vegetable oil, clouding emulsions for citrus 
drinks, coffee and cocoa concentrates, and Kola 
bases for expanding sales of non caloric drinks; 
DOMINION PRODUCTS, INC., 10-40—44th 
Drive, Long Island City 1, New York.—1.-1. 

HELP WANTED.—Opportunity as West Coast 
technical representative of major franchise com 
pany; plant experience with background in chem 
istry and bacteriology desirable; additional train 
ing will be given; BOX #YV. A. 885.—1.-3. 

HELP WANTED.—Wanted, decorating dept. 
foreman; man with full knowledge of silk screen- 
ing on glass; semi-automatic equipment; some 
mechanical ability required ; 7. in Chicago ; room 
for advancement; BOX No. U. G. 865.—12.-4. 





HELP WANTED.—Salesmen wented: old es- 
tablished flavor house wants men; will = 
side line or full time.—S. F., BOX 809.—7.- 

HELP WANTED. Combination sales manager 
and route supervisor; must have experience in 
selling soft drinks and in supervision; permanent 
position available; production experience not re- 
quired; salary and commission; opportunity exists 
to acquire financial interest in business if sales 
results prove satisfactory; give age, sales experi- 
ence, education, marital status, etc. NEHI BEV- 
ERAGE CO., 1509 Issaacs Ave., Walla Walla, 
Washington. ~1,-2 











WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


POSITION WANTED. Unusual background 


nd experience in industry available; have owned 
and operated successful plant 14 yrs.; previously 
in supply end; can handle sales; production, man 
agement; available Aug. 15; write BOX S. M 


#817.—1.-tf. 


POSITION WANTED.—Bottler and mechanic ; 
twenty years experience in maintenance and pro 
duction; know most all makes of machines; am 
married; do no drink; go anywhere; BOX T.V. 
S44. ~ % 


POSITION WANTED. Production man, me 
chanic ; over 25 years experience ; know Cem, Dixie, 
Liquid, other equipment and plant operation; age 
44, waod _—— good references; BOX V. B. 
SRE ‘ 

POSTION WANTED.—Flavor chemist or pro 
duction manager, experienced in manufacture of 
bottlers’ flavors, extracts and syrups; complete 
experience in all phases of manufacture of car 
bonated beverages ; reply 210 TRICE CIRCLE, 
Ysleta, Texas.—2.-1 








MEYER DUMORE 
BOTTLE WASHERS 


For Immediate Delivery 


® 12-wide, 4 comp. double-end. 


New in 1940. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Newburgh, N. Y. until 
January this year. It was well taken care 
of and is in excellent condition. Inspec- 
tion invited. 


® 8-wide, 3-comp. double-end. 


New in 1941. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Bristc!, Conn. In very 
good condition. Inspection invited. 


@ 4-wide, 2-comp. single-end. 
New in 1939. Will handle splits to quarts. 
This machine was used by the Royal 
Crown Bottling Co. at Trenton, N. J. In 
excellent condition. Inspection invited. 


These units can be inspected at... 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City, N. Y. 
New and Rebuilt Machinery and Equipment 


POSITION WANTED. — Sales manager fully 
experienced sales training, route supervision, 
sales, promotion; college graduate; age 29; BOX 
No. V.K. 895.—2.-1. 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY.—5,000 gr. 10 oz. plan o1 
private branded, height 9%”; must be truckload or 
carload lots; mail sample and price; PEPSI- 
COLA BOTTLING CO., 1423 North 18th Street, 
Omaha, Nebraska.—1.-l. 


WANTED TO BUY. Late model enclosed rack 
beverage body 225-25U inside capacity 5 wide, 
114%” deck spacing; prefer Herman with folding 
Fran what ha,e your; SEVEN-UP DIST. CO., 
515 Oak St., Algona, Ilowa.—1.-1. 


WANTED TO BUY. Responsible party de 
sires to purchase or rent 40 spout plants accessible 
to Long Island and oe ee n; replies confidential, 
BOX #V.C. 887.—1 


WANTED TO BUY.—An established soft drink 
bottling plant, preferably in a southern climate; 
will consider partnership; ROBERT D. EMER- 
SON, South Branch Road, Neshanic Station, New 
Jersey.—1.-2 

WANTED TO BUY.—Stainless steel soda tanks 
new or used; aiso used water and syrup filters 
available nearby; RIO SYRUP, 3412 Gravois St., 
St. Louis, Missouri.—1.-1 


WANTED TO BUY.—D & L, Heil 8 wide 
washer not over six years old within 500 mile 
radius of N. Y. City; state price and locatior 
BOX # V. D. 888 1,-2. 


WANTED TO BUY.—Complete 40 or 5) spout 
line washer, filler, refrigeration, syrup tanks and 


filters; no junk please; BOX No. V.F. 890.—2.-1 
WANTED TO BUY.—Complete operating bot- 


tling business within radius of New York City; 

national-known franchise or independent line; mini- 

mum 100,000 cases annually; BOX No. V.E.S889. 
>] 


WANTED TO BUY. Would like bottling 
franchise and territory with opportunity of learn- 
ing business to eventually purchase fully or have 
controlling interest; will consider any desirabie 
location but prefer East or South; BOX No. V.I. 
8$93.—2.-1. 

WANTED TO BUY.—Going bottling bus siness 
Eastern states; write full details; BOX No. V.J. 
So4 2.-1 
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THE LAST WORD 
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The Cans Rattle... And Battle! 


O N the West Coast, where is concentrated the 
largest number of beverage canning operations, 
there has been a competitive battle going on in 
which the opponents are “kicking each other in 
the can.” Essentially, the rivalry has been be- 
tween Mack’s Cantrell & Cochrane operation, 
advocates of the cone-type can, and the Pacific 
Can Company, which has been making and sup- 
plying flat top cans to at least three beverage 
plants in the Los Angeles area. The battleground 
has been the newspapers and food trade journals, 
with both paid advertisements and publicity re- 
leases extolling the virtues of one type and the 
deriding the other’s can. Among the charges 
being hurled by both sides are the can’s ability 
to hold carbonation, durability of lining, conven- 
ience, and other similar digs. We hope the bottler 


won’t be tempted to get into this same act! 


* * * 


High Prices... 
High-Spirited Conventions 

The Pacific Coast and the Rocky Mountain 
states have just completed their annual state con- 
ventions. We’ve had our energetic ambassador, 
Carl Field, attend them all. His enthusiastic re- 
ports and comments seem to strengthen the belief 
that high price areas make for high-spirited con- 
ventions. Good turn-outs, good, lively programs, 
good fellowship—what more can you expect from 


a state meeting? 
¥ % 


Sell Harder In ‘54! 


Sell! Sell better and sell harder during 1954! 

. that is the theme running like a pattern 
through all of the franchise company sectional 
meetings being held now throughout the country. 
It’s an encouraging sign — when the giants of 
the industry lead the way with aggressive adver- 
tising and merchandising campaigns, the whole 
industry is bound to experience a substantial 
sales lift. Just watch what happens to per capita 
consumption in 1954 if—and when—all the pro- 
motions now being blueprinted, swing onto 


action! 








let’s talk Citric! 
orders...small, medium, large 
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@ It may be your requirements for citric 
run into carload quantities. Or, if you use 
citric only occasionally, they may be small. 
Whatever your needs are, there’s a type 
and a container size ready to be dispatched 
post-haste to your plant. 

Pfizer Citric Acid U.S.P. Anhydrous... 
“with the water squeezed out”’...comes in 
these mesh sizes: granular, fine granular, 


dispatched promptly! 
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powder. Packed in 25, 50, 100, 225, 250 lb. 
drums, and 100 lb. bags (5 bag min.). 

Pfizer Citric Acid U.S.P. Hydrous is 
available in these mesh sizes: granular, fine 
granular, fine granular xx (for confec- 
tionery use), powder. Packaged in 25, 50, 
100, 200 and 220 lb. drums. 

If your demands are small, medium or 
large... order Citric from Pfizer today! 


CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: Chicago, III.; San Francisco, Callif.; 
Vernon, Calif.; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 


Pfizer 


Other Pfizer Products for the Bottling Industry: Sodium Benzoate, Tartaric Acid, Caffeine, Vitamins 











but you’ll eventually steer a course to 


Jackson, Michigan 


for GOOD KOLA 


It’s natural that you are attracted to Kolas with 20 years of 
proven marketing behind them. Keen competition demands 
you use the best ... which come from... 


foole «Jenks 


JACKSON, MICHIGAN 











